as 


agazines Eye 
Antihistamine 
Ads Cautiously 


Most Indicate They 
Have or Probably Will 
Accept Anti-Cold Copy 


New YorK—Most magazine pub- 
lishers seem disposed to accept ad- 
ertising copy from manufacturers 
ff cold preventives containing an- 
ihistaminie properties. This was 
ndicated by a quick check of a 
umber of publishers by AA which 
howed that, while many are still 
nvestigating the new tablets, noth- 
ng has been turned up to invali- 
Hate copy claims of the cold pre- 
ventives. 

Curtis Publishing Co. is not, as 
et, accepting copy for those pro- 
jucts in its magazines. But it was 
ointed out that this merely fol- 
ows a long-standing policy of the 
ompany to wait until a new pro- 
uct was generally accepted for 
jousehold use before advertising 


Curtis reported that its tests 
ave shown nothing against such 
roducts, but there would be a 
ait to allow any faults in them 


) appear. 


A Newsweek spokesman said 
hat, while the magazine hadn’t 
een offered any of this advertis- 
ng yet, there seemed no reason to 
efuse it if the copy meets the 
agazine’s requirements. 

Time, according to advertising 
Director Harry Phillips Jr., has 
lot taken any copy on the new 
roducts. He said it was the mag- 
izine’s policy to investigate such 
broducts thoroughly before run- 
ling ads on them. 

“We just haven’t come to a de- 
ision,” he said. He added that 

(Continued on Page 35) 


Ross Roy, Fogarty 
igencies Combined 


Cutcaco—Ross Roy Inc. of De- 
roit has acquired an interest in 
he C. C. Fogarty Co. here, and on 
an. 1 the Chicago agency will be- 
ome Ross Roy-Fogarty Inc. 

I is believed the merger will 
tive the combined agency close to 
10 000,000 in billings, and the step 
eportedly may be the first move 


oss Roy John Fogarty 


ard a national operation. 

9ss Roy, president of the De- 
agency (which retains its old 

1¢), becomes president of Ross 

0 -Fogarty Inc. Other officers in- 

(Continued on Page 4) 
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DRAMATIC NEW BEAUTY... 
WITH AN ALL IMPORTANT 


DIFFERENCE 
ST CTS 


Seon you'll see billions new styling keyed to 
your comfort, safety, ond convenience m the 1950 
Plymouth, Dorige, De Sone, and Chrysler Care 


av k T eeUer 
PO RST, MRNA 


warns 


You get the good things first from Chrysler Corporation 
PLYMOUTH * DODECE + DESOTO + CHRYSLER 
BEAUTIFUL, BUT—Chrysler Corp. hasn't 
sacrificed functional needs for styling in 
its forthcoming 1950 cars, it emphasized 
last week in this full-page ad in news- 
papers of major cities. But, it adds, the 
new models are still “very exciting.” 


Associations Set 
for New Battle 
on Liquor Ads 


New YorK—As Christmas spirits 
flowed evenly over the country 
last week, liquor advertisers were 
preparing their attack against the 
proposed Langer bill, which will 
be aired before a Senate committee 
on interstate and foreign commerce 
Jan. 11. 

The Langer bill would prohibit 
the advertising of beer, wine and 
liquor in publications distributed 
across state boundaries. 

The “Drys” advocating passage 
of the bill will be represented 
by the National Temperance and 
Prohibition Council and will base 
their arguments for the measure 
largely on efforts of the liquor in- 
dustry to break into radio (AA, 
Dec. 19). 


w At present most of the major 
distillers are planning their attack 
through industry associations, but 
they will have observers on hand 
to keep a weather eye on develop- 
ments. 

The American Association of 
Advertising Agencies will oppose 
the bill as an outright discrimina- 
tion against selling lawful pro- 
ducts. A spokesman for the Four 
A’s told ADVERTISING AGE that the 
association believes that passage of 
the measure would set a dangerous 

(Continued on Page 8) 


Free Help... 


on classified ads. See 
‘Along the Media Path,’ 
Page 31. Other features: 


Advertising Market Place ......0............00. 28 
ED, PRRPUIIIIIININD. iecosenetsonscoccoscrseensecten 4) 
COD FAMWS COPWOT oe. .cccicccescsescresccceces 34 
Department Store Sales .............:cccccseeeee 14 
SID Tesora ia al cosas Veke sn adevegenatpsenmueaneinevan 12 
SR ET Wy si.ns ostpiasnsinwibsccesercdiotndll 20 
RN INI sevcccciaciesiniasncscipeczsseievahah 16 
Information for Advertisers ................005 28 
it) NEED coltdsiiovassscscipabiseecsescovaiainsean’ 18 
III ccnxsiuibnbnsenibsaceanessniedhsoiennitberkesseins 38 
Photographic Review ...........ccccccsccsecseeeesees 25 
I I fa ordinate conan; pacbsenbnssnennail 12 
Voice of the Advertiser ..............::cccccccceee 32 
What They're Saying ..............:cccccececeeeeees 12 
. Lk |” Neeru 24 


‘Honest’ Styling 
of Chrysler Line 
Featured in Ads 


Company Plans Biggest 
Drive for New Models 
in ‘Battle of Design’ 


Detroitr—Chrysler Corp. took 
its styling story to the public last 
week with full-page newspaper 
ads announcing that the new 1950 
Plymouth, Dodge, DeSoto and 
Chrysler lines will be “functional 
and honest” in design, but “very 
exciting,” too. 

The 1950 lines, shown at a press 
preview here in mid-December 
at which Chrysler President K. T. 
Keller stressed the intra-industry 
styling battle, are soon to be put 
on display by dealers. Chrysler’s 
newspaper page, featuring a state- 
ment by Keller, promises that 
“nothing you want in comfort, 
safety or performance has been 
sacrificed for styling.” 

While figures and details were 
withheld, it was learned that the 
four Chrysler divisions have 
mapped their greatest advertising 
and promotional campaigns in 
history to back up their fight in 
the “battle of design.” 


w@ When Chrysler introduced its 
’49 models, Mr. Keller declared 
at the recent preview, “some eye- 
brows were raised because we 
dared to reject what seemed to 
some people to be the accepted 
trend in design.” 

But what really happened, he 
continued, was that “we had pio- 
neered again. The fact that more 
people bought our cars in 1949 
than in any other year in our his- 
tory seems pretty good proof to 

(Continued on Page 38) 
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WMCA-FM Suspends; 
FM Stations Desperate 


q 


Tied paqneed S yanse 


—— Se ee eee 
% 


General Mitte 


} 
| 
| 
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REPEAT—"‘The men and women of Gen- 
eral Mills’ repeated their Christmas 
greeting of ten years ago in this back- 
cover ad in the Dec. 24 issue of The 
Saturday Evening Post. 


Open Anti-Trust 
Investigation of 


TV Tie-in Sales 


PHILADELPHIA—F ollowing a series 
of complaints from undisclosed 
sources, the anti-trust division of 
the Department of Justice has 
taken steps toward a sweeping in- 
vestigation of tie-in sales in the 
television industry. 

The investigation will bring al- 
most all large manufacturers and 
their distributors into the picture, 
according to William Maher, as- 
sistant chief of the middle Atlantic 

(Continued on Page 39) 


Last Minute News Flashes 


FCC Orders AT&T to Link with Other TV Systems 


WASHINGTON—In a move to improve network telecasting, the Federal 
Communications Commission Friday ordered American Telephone & 
Telegraph Co. to interlink its coaxial cable network facilities with pri- 
vate TV network facilities (microwave relay). It also set Jan. 25 for 
a hearing on a plan to require AT&T to link its TV cable facilities with 
Western Union’s microwave facilities, which would increase channels 


available between some cities. 


M-G-M Denies It Will Buy MBS Network 


NEw YorK—Reports that Metro-Goldwyn-Mayer is considering ac- 
quiring the Mutual Broadcasting System persisted last week despite 
denials from the motion picture company, which reported that negotia- 
tions broke down several days ago. Mutual president Frank White told 
employes of the network, in a note, that there had been discussions 
with M-G-M on “some form of joint program production.” He would 


not comment further. 


Contest Starts for California Raisin Growers 
FRESNO, CAL.—California’s raisin industry will launch a $21,825 con-| door prizes for the Washington Ad- 

test to sell raisin bread with a full-color page in Life, Jan. 23, and news-/| vertising Club’s annual “flowing 

paper ads. There will be no entry blanks used in advertising. Contest- | bowl” shindig held here Tuesday. 


ants must go to food stores and bakeshops to get blanks. Store clerks | 


will also get prizes. J. Walter Thompson Co. is the agency. 


New Tea Council Set Up to Handle Advertising 


New YorkK—Articles of incorporation are being prepared for a new 
advertising group in the tea field to be known as the Tea Council. It 
is being organized and will be financed by the Tea Association of the 
U.S.A. and the Tea Bureau, and will handle all joint advertising of 
the two associations and their affiliates in the U.S. 

(Additional News Flashes on Page 39) 
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Many Protest FCC Rule 
to Boost Hours; Study 
Shows 217 ‘Quitclaims’ 


WASHINGTON—The desperate 
plight of FM broadcasters came 
forcefully to the Federal Commun- 
ications Commission last week as 
scores of industry members pro- 
tested a proposed rule which would 
require them to step up their hours 
of operation. 

In numbers seldom aroused by 
an FCC proceeding, frequency 
modulation broadcasters of all 
sizes and from all parts of the 
country echoed the same story: 
That FM has yet to win sufficient 
public acceptance to make longer 
operation economically feasible. 


s Dozens of broadcasters warned 
that their current losses are so 
great that they will give up FM 
entirely if they are forced to in- 
crease their operating costs. 

Dr. Edwin Armistrong, inventor 
of FM, said he is in favor of in- 
creased operating hours, but that 
he fears FCC is treating a “symp- 
tom rather than a disease” in try- 
ing to force FM broadcasters to 
step up their operations. 

Dr. Armstrong said FM’s plight 
is the result of FCC’s past mis- 
takes, and that a full hearing on 
the industry’s troubles should be 
scheduled before an effort is made 
to apply pressure to. existing 
broadcasters. 


ws The problems of the industry 
were underlined Tuesday when 
WMCA, New York, a pioneer FM 
station, announced that it will sus- 
pend FM operations Dec. 30. 

Nathan Straus, WMCA presi- 
dent, said he had even tried giving 
the station away, but could not 
find anyone willing to take it. 

The WMCA announcement is 
the latest in a series of blows 
which FM has suffered. Since the 
first of the year, 217 FM construc- 
tion permits and licenses have 
been handed back to the com- 
mission. At present 740 stations 
are on the air. 

The commission 
Thursday some financial 

(Continued on Page 35) 


‘Wrong’ Man Wins 
WTOP’s Free Spot 


WASHINGTON—Station WTOP, 
50,000-watt CBS outlet, donated 
“one prime aged-in-the-audience” 
Class A station break announce- 
ment, worth $60, to the jackpot of 


itself released 
back- 


The winner of the WTOP spot— 
| Norman Reed, program director of 
WWDC. 

Mr. Reed announced immediately 
to the 329 admen present that 
|WWDC would ask for the time at 
'7:30 p.m., Sunday—immediately 
/after Jack Benny. 

WWDC has not yet told WTOP 
what it wants to say. 
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New YorK—Henry Robinson 
Luce, who with Briton Hadden 
founded Time in 1923, and has 
been its editor since, last week 
stepped down from the editor’s 
chair, turning it over to Thomas 
S. Matthews, formerly managing 
editor. 

Mr. Luce continues as editor- 
in-chief of all Time Inc. publica- 
tions. Roy Alexander, formerly 
executive editor, will succeed 
Matthews as managing editor. 

Mr. Luce commented that the 
change will give Time “a fulltime 
editor instead of only my parttime 
service in that capacity.” 


s Matthews joined Time from the 


ALA 


en ee 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
0., Inc. 


Matthews Succeeds Luce at ‘Time’ 


New Republic in 1939. He was 
Time book editor, becoming as- 
sistant managing editor in 1937, 
executive editor in 1942 and man- 
aging editor in 1943. 

Alexander has been executive 
editor of Time since 1943, and 
had been senior editor a year 
earlier. He joined Time in 1939, 
after 18 years as a St. Louis news- 
paper man, 14 of them with the 
Post-Dispatch. 


Wallace Moves to KSTP 


William L. Wallace, formerly 
with the Frederick W. Ziv Co., and 
previously midwest sales manager 
of John E. Pearson Co., Chicago, 
has joined the sales staff of Sta- 
tion KSTP, Minneapolis. The ap- 
pointment is effective Jan. 1. 


Byrne Joins Display Co. 

Structural Display Co., Long Is- 
land City, N. Y., designer and 
builder of industrial exhibits, in- 
teriors and merchandising displays, 
has appointed Thomas F. Byrne 
sales manager. 


Tooke Brothers Opens Push 


Tooke Brothers Ltd., Montreal, 
soon will open its largest cam- 
paign for men’s shirts, ties, shorts 
and pajamas, using full-color 
spreads in two Canadian maga- 
zines and newspaper advertise- 
ments in papers from British Co- 
lumbia to the Maritimes. The con- 
cern also will boost its man-tai- 
lored shirts for women in the same 
newspapers. Harold F. Stanfield 
Ltd., Montreal, is the agency. 


‘Printing Almanac’ Issued 


Walden Sons & Mott Inc., New 
York, publisher of Printing Maga- 
zine, has issued its 1949-50 “Print- 
ing Year Book & Almanac,” with 
industry statistics and a buyers’ 
guide. The yearbook is sent gratis 
to all of the publication’s subscrib- 
ers. 


Coughlan Appoints Lewin 


G. N. Coughlan Co., West Orange, 
N. J., has named the A. W. Lewin 
Co., New York, to handle advertis- 
ing for Pantastic, a new silicone 
preparation applied to kitchen 
utensils to prevent food from stick- 
ing. 


Dairy Queen to Ramsey 


Dairy Queen National Trade As- 
sociation Inc. has appointed L. W. 
Ramsey Advertising Agency, Dav- 
enport, Ia., to direct its account. 
Tentative 1950 plans call for sched- 
ules in national and Sunday maga- 
zines, plus newspaper mats and 
radio transcriptions for the 619 
cities where Dairy Queen stores 
are located. About 400 more stores 
will be opened by the association 
this year. 


Red Top Signs TV Show 


Red Top Brewing Co., Cincin- 
nati, brewer of Red Top and Bar- 
barossa beers, has signed to spon- 
sor Chicago and New York wrest- 
| ling matches telecast over sta- 
| tions in Columbus, ©C., Huntington, 
W. Va., and Dayton, one night 
each week in each city, through 
Joseph Advertising Agency, Cin- 
cinnati. 


WHEN Increases Power 


WHEN, New York, has been 
authorized by the Federal Com- 
munications Commission to in- 
crease its power to 50,000 watts, 
with directional antenna at night. 


that comprise the Detroit market! 


THE NEWS is: 


@ Firs: in total weekday circulation 
@ First in home-delivered circulation 
@ First in total advertising linage 


© First in practically every major classification of 


advertising 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 


NATIONAL REPRESENTATIVES DAN A CARRQLL 110 E. 42ND ST.. NEW YORK 17 —THE JOHN E. LUTZ CO 


7 
| 


in 1949—a record-shattering figure for 
the automotive industry! Yet C. E. Wilson, 


president of General Motors says, ‘We are 


making plans to produce cars and trucks in 


1950 at the same or slightly higher rate than we 


ment for over a million Detroit workers. And the 
| beauty of it is that ONE newspaper—THE DETROIT 
‘< 7 NEWS—will adequately cover the entire 6 counties 


did last summer . . ."” And the summer months were the 
peak months! Ford, Chrysler, Hudson, Packard, Kaiser- 


Frazer... they’re all set to follow suit. 


That means the tenth straight year of FULL employ- 


442,977. 
Highest weekday 
circulation of any 

Michigan Newspaper 


Circulation 


A.B.C. Figures for 6-months 
Period ending September 30 


Advertising Age, December 26, 19+ 


Nash Will Enter 
New Price Class 
with ‘50 Models 


DetTroit—Nash Motors’ Vice- 
President H. C. Doss last week con- 
firmed the persistent rumor thit 
Nash will introduce a new line of 
cars, in a new price class, in 1950 


The fact that Nash has been e> 
perimenting with a new car ha: 
been an open secret in the moto: 
capital for weeks but, until las 
week, the company refused to acd 
mit that such a car even was i: 
the planning stage. 

Mr. Doss said that the 194: 
Nash-Kelvinator annual report, to 
be issued this week, will describe 
the move as being of major im- 
portance to the corporation’s fu- 
ture. 


@ His statement announcing the 
car followed closely a story in Au- 
tomotive Industries, which pre- 
dicted, without reservation, that 
“Nash will be the first automotive 
company to offer the public 
‘genuine light-weight’ car.” 

The publication said that the 
full-size, lightweight car will make 
its appearance next spring; that it 
will weigh less than 2,500 pounds, 
that its wheelbase will be 103” 
and that it will seat five persons 
and will be “extremely well 
styled.” 

“It will have integral body frame 
construction, the same as used on 
larger Nash models,” the publica- 
tion added, ‘‘and will use a modifi- 
cation of the 85-horsepower six- 
cylinder engine now in the States 


man model. 


e “It is understood that the cai 
will have an unique front-en 
suspension entirely different fron 
any now being used by any othe 
car manufacturer in this country.’ 

In his announcement, Mr. Dos: 
said only that the new cars wil 
comprise a new series, as an ad 
dition to the company’s present 
Statesman and Ambassador series 

But he added that tooling fo 
the new cars is well along an 
necessary plant additions now aré 
under way at Kenosha and Mil 
waukee, where the car will be pro 
duced. 

Part of the costs of retooling anc 
plant expansion come from th 
more than $50,000,000 which Nash 
Kelvinator has appropriated durin 
the past four years for plant mod 
ernization and expansion. How 
ever, he added that “further ex 
penditures will be necessary i! 
1950 to round out production {a 
cilities.” 


Harold Fair Joins WHAS 


Harold Fair, formerly director 0 
the program department, Nationa 
Association of Broadcasters, ha 
been appointed program directvr 0 
Station WHAS, Louisville, <uc 
ceeding the late Peter H. Disney. 


Names Sherman Stevens 

Displayers Inc., New York, de 
signer of exhibits and displays, ha 
added Sherman Stevens, former!) 
with Richard Howell Exhibits, t 
its sales department. 


THERE'S NO FINER 
N ARTIST'S BRUS 
; __ ANYWHERE! 


CRAFIINT 


SERIES 'A’’ GENUINE RED S/ SLE 
WATER COLOR BRUSHES 


are scientifically made of ©"!y 
the finest imported red s d!¢ 
airs... Fits the hand °¢ 
fectly—Forms a perfect ne dé 
point. Available in ten s °° 


At your dealer or write dir <. 


THE CRAFTINT MFG. (0: 
1615 Collamer Ave., Cleve. % 
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*-] ADVERTISING DIRECTOR HEARS COMPANION AUDIENCE STORY... 
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t The Gorham Company 
is told about 
richest market 


in service field! 


Ollie Drummond, COMPANION Boston represen- 
tative, has dramatic proof of the greater buying 
potential reached by ads placed in the Com- 
PANION. And his story has captured the attention 
(above) of one of the top advertising directors in 
the country. 


Here it is: The COMPANION has the highest 
percentage of circulation of any of the women’s 
service books in the 24 states that account for the 
greatest net buying income. These states repre- 
sent more than 84% of the market. And that’s 


exactly where the COMPANION has 80.85% of 
its circulation! 


As a leading maker of silver products, The 
Gorham Company is vitally interested in the fact 
that COMPANION women have the money to 
spend—and spend it, too! 


More and more top-flight advertising execu- 
tives are learning that in the women’s service 
field it pays to keep an eye on the plus values 
offered by the COMPANION. 


(COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Ross Roy, Fogarty 
Agencies Combined 


(Continued from Page 1) 
clude John Fogarty, executive 
vice-president; Thomas G. McCor- 
mick, Detroit, vice-president, and 
Robert E. Moore, Chicago, vice- 
president. 

Mr. Fogarty, son of the late C. 
C. Fogarty, has been head of the 


Fogarty agency and Mr. Moore has | 
headed its new business develop- | 
ment and served as account exec- 
utive. Mr. McCormick is also exec- 
utive vice-president and general 
manager of Ross Roy Inc. 

Lathrop P. Morse and Erwin H. 
Haass will be treasurer and sec- 
retary, respectively, of both the 
Detroit and Chicago operations. 

The Fogarty agency, established 
30 years ago, handles advertising 
for more than a score of accounts, 
among them Waterfill & Frazier 
Distillery Co., Babson Bros. Co., 
Handicraft Division of Burgess 
Battery Co., Dana Perfumes Inc., 
Conlon-Moore Corp., Karsten & 
Co., and Institute of Applied Sci- 
ence. 

Ross Roy Inc. is the agency for 
Dodge trucks, Chrysler Corp.’s Ex- 


port Division, Atlas Supply Co. 
and other accounts. It handles 
merchandising and sales promotion 


for De Soto, Dodge, Plymouth and | 


Chrysler passenger cars. 


Tom Sarnoff Joins KECA-TV 


Tom Sarnoff, son of David 
Sarnoff, chairman of the board of 
RCA, has joined KECA-TV, Los 
Angeles, as assistant to Philip 
Booth, program director. He will 
serve as liaison between the pro- 
gramming and sales departments. 


Join National Advertising 
Walker Davis, formerly with the 
Los Angeles Times, and James 
Matkins, formerly in the advertis- 
ing department of the Coca-Cola 
Bottling Co., Los Angeles, have 
joined National Advertising Co., 
Los Angeles, outdoor advertising. 


Heads Automotive Division 


Pearce Chauncey, for four years 
in charge of the New York Her- 
ald Tribune’s classified display de- 
partment, has been appointed head 
of the automotive division of the 
national advertising department. 
He succeeds William R. Butler, 
recently named national adver- 
tising manager. Kenneth Barend, 
a member of the division for nine 
years, will assist Mr. Chauncey. 


Duquesne U. Begins FM 


Pittsburgh’s first college FM sta- 
tion, WDUQ, was formally dedi- 
cated Dec. 15 by Duquesne Univer- 
sity, city and government authori- 
ties. High point of the ceremonies 
was the switch to a new trans- 
mitter, increasing WDUQ’s power 
from 10 to 2,750 watts and its fre- 
quency from 89.3 to 91.5 ke. 


For Manutacturers of 


>< PLUMBING and HEATING PRODUCTS 
YAIR CONDITIONING and REFRIGERATION 
Ye KITCHEN and LAUNDRY EQUIPMENT 
SPECIALTIES 


DOMESTIC 
ENGINEERING 


tomp 
{hO1 PRAIRIE AVENUE 


led by MARKETING AND RESEARCH BUREAU, 


division of DOMESTIC ENGINEERING PUBLICATIONS 
CHICAGO 16, HLLINOIS 


MARKET q 
POSSIBILITIES a 
BY STATES Y 


dere ae Yor BNC TS tor REE TY! 


Plan now and plan wisely 


way. The new edition of “DOMESTIC ENGINEERING Market Possibilities by States” 


for 1950! Determine your sales quotas for the coming year this simple, dependable 


is another one of the many 


services by which DOMESTIC ENGINEERING assists the manufacturers in its industry in the marketing of their 
products. Copies of this sales quota booklet will soon be available. Be sure to order your copy without delay. 


These Are Some of the 
Questions It Answers 


1. What are the sales potentials for your 


product in 1950? 
9 
each state? 
3. What portion of this market 


construction, remodeling and replacement? 
4. What geographical factor influences the 


sale of your product? 


product? 


6. How has your market changed in the past 


decade? 


effectively? 


ENGINEERING 


mG HEATING Atm 


2. What should your sales quotas be for 


5. What are the major outlets for your 


7. How can you reach this market most 


New Facts, New Figures, 


New Charts 


than three times as much information 


is in new 


twenty page booklet offers usable 


in one place. 


OLE 


1801 PRAIRIE: 


This completely new edition of “DO- 
MESTIC ENGINEERING Market 


Possibilities by States”, contains more 


to assist you in your marketing anal- 
yses than any previous edition. This 


statistical data never before available 
This sales tool is indis- 
pensable for manufacturers of prod- 
ucts for this industry. It is scheduled 
for release January 15, 1950. 


Again Domestic Engineering 


Serves the Industry 


industry . . 


Mf vat AAT 


Domest. 


VENUE, CHICAGO 16 


tnstitetrens Megane 


Sixty years ago DOMESTIC ENGINEERING was estab- 
lished to serve all branches of the plumbing and heating 
. the manufacturer, the manufacturer’s repre- 
sentative, the wholesaler and the contractor dealer. For the 
past ten years DOMESTIC ENGINEERING has been devot- 
ing an increasing amount of attention to showroom and 
specialty selling. More and more manufacturers of this 
equipment have come to realize the importance of the 
DOMESTIC ENGINEERING Reader as a sales outlet for 
electrical and gas appliances, such as washing machines, 
ironing machines, refrigerators, ranges and other laundry 
and kitchen products. This highly developed sales technique 
is also reflected in the increased volume of sales in plumb- 
ing, heating, and air conditioning as well. 


How effective the use of this sales quota booklet may be to you is largely 
dependent upon the extent and methods you use to promote your product in 
connection with your overall sales planning. In this direction the numerous 
services of the DOMESTIC ENGINEERING organization are designed to assist 
you in every possible way. If you are not familiar with these services and how you 
can use them to fullest advantage write direct or consult your advertising agency. 


LUTCGLLOT 


+. c Engineering Cateled Directory 


imatirtutrons Catalog Directory 


CBS First with 
Plan for Color 
Test Telecasts 


WASHINGTON—The Columbiz 
Broadcasting System told the Fed- 
eral Communications Commissio: 
Thursday that it is prepared to pu 
color television broadcasts on the 
air for an hour daily from Jan. 2 
to Feb. 1. 

The CBS tests, in complianc 
with FCC’s request for more in- 
formation about the public’s ac- 
ceptance of color, will be con- 
ducted in New York, Philadelphia 
and Washington. 


s To enable the public to judge 
its color system, CBS said it wil! 
use 39 color receivers in the three 
cities. Special sets used for medi- 
cal broadcasts are to be installed 
at sites “where a large num- 
ber of people will have an oppor- 
tunity to see them and express 
their view,” CBS said. 

The CBS testing plan was the 
first to be received by FCC from 
proponents of three competing co!- 
or systems which are currently be- 
fore the commission for study. Ra- 
dio Corp. of America and Color 
Television Inc. of California have 
until next week to indicate their 
plans for “public testing” of their 
systems. 

In its test, CBS will utilize two 
New York stations, and one each 
in Philadelphia and Washington. 
The New York broadcasts, over 
WCBS-TV and WOR-TYV, are de- 
signed to indicate an interference 
problem that may result from use 
of color. 


@ The regular hourly broadcasts 
shortly after noon each day are to 
originate at WOIC here, and to be 
carried to WCBS-TV, New York, 
and WCAU-TV, Philadelphia, by 
coaxial cable. 

CBS is to supply sets to members 
of the FCC and top staff personnel, 
and to the laboratories of FCC 
and the National Bureau of Stand- 
ards. 

The use of the medical receivers 
at public showings here will en- 
able CBS to have off-the-line 
broadcasts at all hours without in- 
terfering with the scheduled op- 
eration of WOIC. 


BofA Issues Case History 
on Diesroth’s Dept. Store 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has released a case 
history covering merchandising 
policies and newspaper advertis- 
ing planning methods of Dies- 
roth’s Department Store, Haze'- 
ton, Pa. The report, appearing 1 
the February issue of the bureaw's 
“Retail Merchandising and Ad- 
vertising Manual,” has been mailed 
to approximately 1,000 daily news- 
papers comprising the bureau's 
membership. 

Included in the February ma}- 
ual is the bureau’s retail divisi n 
publication, “Time Table of R°- 
tail Opportunities.” 


Publishers to Fight Comic Ba: 


Canadian publishers have call: 4 
a meeting to plan opposition to 2 
bill banning crime comics, pass 1 
recently by the Canadian Senai 
Henry Schultz, executive direct: ' 
of the Association of Comic Ma - 
azine Publishers, does not belie ¢ 
it affects publishers in the U. > 
to any extent. Consensus of Can - 
dian newspaper comment is th '' 
the bill is unenforceable. 


TOPFLIGHT, 


PRINTED ADHESIVE CELLOPHANE TAPE 
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How to go home in Philadelphia 


Let a friend of the family make a suggestion. Philadelphia, the city 
of homes, is the nation’s third market—a trading area of 4,000,000 
people. In The Bulletin your advertising message is a friendly 
guest, welcomed by families who have come to depend upon The 
Bulletin’s news and features. Jn The Bulletin, Philadelphia’s home 
newspaper, you reach four out of five families in the city of homes. 


In the 4700 block of Hazel Avenue in West Philadelphia, for ex- 
ample, The Bulletin helps 91 of 99 families plan their shopping. 


That’s the way it is in all Philadelphia. You reach Philadelphians 
when they aren’t rushed, have ample time to weigh your words. 
Because The Bulletin goes home, stays home, is read by the entire 
family—evenings and Sunday. 


In Philadelphia 
nearly everybody reads 
The Bulletin 
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Radio in Buses and 


Streetcars Wins 


Broad Approval in Washington Ruling 


WASHINGTON—In a decision 
which may become a precedent 
for other cities, the Public Utilities 
Commission of the District of Co- 
lumbia refused Monday to do any- 
thing about the FM radios which 
have been installed in streetcars 
and buses of the Capital Transit 
Co. 

Since July 14, the commission 


AMAZING NEW 


TIME SAVER 
‘OR PASTE UP 


$S RUBBER CEMENT co. 


SIO M MICHIGAN AVE. CHICAGO, ILL. DEPT.A 
COMPLETE LINE OF ARTISTS MATERIALS 


had been trying to determine 
whether transit radios are “con- 
sistent with public safety, comfort 
and convenience.” For four tumul- 
tuous days during October and 
early November, it heard the sys- 
tem denounced as an “invasion of 
private rights,” “thought control” 
and a variety of other evils. 

But the commission said Mon- 
day that its decision would have 
to be based on something “more 
tangible than impassioned pleas 
which reflect personal feelings 
either in favor or against radios in 
transportation vehicles.” 


ws Its decision was based on testi- 
mony of police officials, who said 


radio-equipped vehicles are not 
a traffic problem. The commission 
also referred to the results of a 
public opinion survey conducted 
by Edward G. Doody & Co., which 
showed 76.3% of transit riders in 
favor of radios, 13.9% “don’t care,” 
3.2% “don’t know” and 6.6% “not 
in favor.” 

“From the testimony of the rec- 
ord,” the commission concluded, 
“the conclusion is inescapable that 
radio reception in streetcars and 
buses is not an obstacle to safety 
of operation. 


a “Further, it is evident that pub- 
lic comfort and convenience is not 
impaired and that, in fact, through 
the creation of better will among 
passengers, it tends to improve 
conditions under which the public 
ride.” 

Under contract with Washington 
Transit Radio Inc., Capital Transit 
is guaranteed a minimum of $6 per 


vehicle per month. At the present 
time, receivers are installed in 212 
vehicles, but the service is to be 
extended to 1,500 streetcars and 
buses. 

During the hearings the bulk of 
the heated argument was presented 
by 43 persons who designated 
themselves the Transit Riders As- 
sociation. 


s Their objections included: 

It interfered with their thinking, 
reading or chatting with their 
companions; it would lead to 
thought control; the noise was un- 
bearable; the commercial an- 
nouncements and time signals were 
annoying; the music was of the 
poorest class; the practice deprived 
them of their right to listen or not 
to listen; they were being deprived 
of their property rights without 
due process; their health was being 
impaired; the safety of operation 
was threatened because of the ef- 


Oregon Launches Huge 
Reforestation Program; 


Will Take 14 Years 


$10 Million Project to Reseed 


300,000 Burned-Out 


Helicopters to 


Acres; 
Scatter Seeds 


BY RICHARD H. SYRING 


Staff Correspondent of Tut 


Walt STREET JOURNAL 


OWL CAMP, Ore.—The biggest single re- 
forestation project ever undertaken began 


here officially this week. 
During the next 14 


Oregon will spend $10 million reseeding 300,- 


000 acres of burned-over 


years the state of 


forest la..ds. It will 


start cashing in on this outlay about 75 years 
from now when the Douglas firs reach the 


vht size for cutting. 


“he program is getting under way, ap- 
“wh, on the scene of one of 

“orest fires, the Ti" 

Jays, flame~ 


conditions, 


‘rests 


trends and opportunities.” 


pang 


“As a businessman, I began reading The Wall 
Street Journal some years ago. I found it invalu- 
able in my business as an automobile dealer. Today, 
as Governor, I find it essential in keeping abreast of 
business and political trends, and I read it every 
day. Because it is a daily publication, the reports 
are fresh and timely. I continue to note with inter- 
est the fine job that is done in exploring business 


\ 
K 


The Honorable Douglas McKay 
Governor of the State of Oregon 


Governor McKay is one of 

The Wall Street Journal’s 
audience of 236,110 leaders 

in business, industry, govern- 
ment, finance and other impor- 
tant professions and vocations. 
These individuals arecommunity 
and business pace-setters, men 


who mould opinions in a wide 
sphere of influence. Reach 


them directly and economically 
through The Wall Street Journal. 


Published at 
44 Broad St., New York 4 


911 Young St., Dallas 2 
415 Bush St., Son Francisco 8 
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fect of radios upon the operator 
of the vehicles. 

The Federation of Citizens Asso- 
ciations endorsed transit radio, but 
at least three constituent citizens 
groups sent spokesmen to register 
their dissent with the Public Utili- 
ties Commission. 


ws Claude N. Palmer, president of 
the Transit Riders Association 
said he was “disappointed” in the 
decision of the Public Utilities 
Commission and threatened to car- 
ry the fight to the U.S. district 
court. 

Mr. Palmer said “it would be a 
mistake” for the transit company 
to install radios in its remaining 
1,300 vehicles until the issue has 
been determined in court. 

Bernard Tassler, who identified 
himself as “chairman of the Na- 
tional Citizens’ Committee Against 
Forced Reading and Forced Listen- 
ing,” contended that “forced lis- 
tening, like forced reading, is com- 
munistic and naziistic. It must be 
stopped and it will be stopped. Un- 
like the Public Utilities Commis- 
sion, the U. S. Supreme Court wil! 
not ignore the constitutional issue.” 


ws In Cincinnati, R. C. Crisler, ex- 
ecutive vice-president, Transit Ra- 
dio Inc., said the effect of the rul- 
ing will mean a considerable num- 
ber of Transit Radio installations 
in cities where transit lines have 
waited for the Washington ruling 
before signing contracts. 

Transit Radio has _ previously 
signed contracts in 19 markets. 
(See also “In Washington,” Page 
18.) 


Hudson Appoints Browder 
Ad, Merchandising Director 


George R. Browder has been ap- 
pointed director of advertising and 
merchandising of 
the Hudson Mo- 
tor Car Co., De- 
troit. He succeeds 
M. M. Roberts, 
who is retiring 
after 15 years 
with the com- 
pany. 

Mr. Browder 
joined Hudson 
Oct. 1 as assistant 
director of ad- 
vertising andj 
merchandising. 


George Browder 


‘Chain Store Age’ Reports 
Chain Store Outlook Good 


With 1949 coming close to rec- 
ord-breaking 1948 and with 1950 
seen as rivaling 1949, chain stores 
in most fields are in for a good year 
ahead, Chain Store Age predicts 
in its current review and outlook 
issue. 

However, it also reports that for 
the first time in the four-year his- 
tory of its monthly tabulation of 
chain grocery sales by regions tlie 
over-all national figure shows 4 
loss for October of 1.6%. 


Revives Canadian Journal 


Under the new name of Caa- 
dian Oil & Gas Industries, Na- 
tional Business Publications I ‘d. 
Gardenvale, Que., has reestablis 1¢¢ 
the business paper it publis 1¢€ 
a decade ago, Petroleum in Cin- 
ada. First issue of the new )Di- 
monthly technical and news jc U- 
nal, which will cover the inc 's- 
try’s operations from productio: 1° 
refining, was dated November 


‘Digest’ Changes Size 


Cooperative Digest, farm b' 
ness magazine, in January \ |! 
change from a digest-size page ' 
an 84x11” page size. Roy H. P. rk 
Inc., Ithaca, N. Y., publisher of h¢ 
magazine, will continue to pub 5" 
its monthly news letter in addi‘ 0 
to the magazine. 


Baker Appoints Smith V. P. 
Frederick W. Smith, form: !) 
products manager of merchan |“ 
|'ing equipment of Carrier Cc’P. 
Syracuse, N. Y., has been nar i¢¢ 


| vice-president in charge of sie 


of Baker Refrigeration Co!?P- 
South Windham, Me., effec 'v 
Jan. 1. 
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rt will railer's WHEN YOU select The Progressive Farmer to e 
nn S with Re carry your advertising message to more than a a 
it Ra- t million prosperous Southern farm families, 
= 2 here are a few of the many convincing reasons 
ations why you can be sure you are using The South’s 
} ave . 
ruling \ xS No. 1 Magazine: 
~ oles4 FIRST in Readership 
| Page eqe 

” Among Southern farm families, The Pro- 
gressive Farmer has a larger audience of 2 
oF regular readers than the combined audience a 
en ap- ° i: 
1g and of the next two Southern farm magazines.* a 
.» De- FIRST in Preference 
ets The Progressive Farmer leads the next 
‘oom Southwide magazine by more than 21% to 1 
wder in number of families who name it their 
sistant favorite magazine.* 
f ad- 

ndj * 
ing. FIRST in Trade Influence 
The powerful advertising influence of The 
ne! Progressive Farmer is recognized by South- 
Pee ern retailers and wholesalers who prefer it 
oaicts almost 3 to 1 over any other farm magazine. t 
utlook 
at for FIRST in Advertising 
ion Gf The Progressive Farmer led every sectional 
OWS farm magazine in the US. in advertising 
) linage and revenue in 1949—leading the 
Cav second Southwide farm magazine by more 
rid, < than 2 to 1. 
lis 1€ 
lis 1€ 
Wen 
j - 
Ho. t0 | *1949 Report of the Crossley Continuing Study of 
a Magazine Readership, Preference and Duplication 

in the Rural South. Ask for your copy! 
bi 5! 
a é tSurvey of Southern Wholesalers and Retailers con- 
Pr ducted by an independent research agency. Ask for 
ait 0 your copy! 
F Do you want the latest information on the 
mole rural South? Request it from any advertising office 
Mssle Advertising Offices: BIRMINGHAM, RALEIGH of The Progressive Farmer. 
id MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Associations Set 
for New Battle 
on Liquor Ads 


(Continued from Page 1) 
precedent for interstate advertis- 
ing of other lawful products. 

Although present plans for Four 
A’s representation at the hearing 
have not been completed, Fred- 
eric R. Gamble, president, may 
be selected as spokesman for the 
agency men. 
es The Advertising Federation of 
America will be represented by its 
legal counsel, John Dwight Sul- 
livan. Its stand will be essentially 
the same as that of the Four A’s. 

The Association of National Ad- 
vertisers has not prepared its case 
against the Langer bill yet, but 
will fight its passage on the 
grounds that the authority to con- 


trol interstate liquor sales and ad- 
vertising is an abridgement of 
states’ rights. 

The Distilled Spirits and the 
Alcoholic Beverage institutes are 
preparing a presentation against | 
the bill, but neither has decided 
which organization will represent 
the industry at the hearing. 


Joins ‘Dakota Farmer’ 


Glenn Reichert, formerly with 
Western Associated Farm Papers, 
has been named manager of the 
Chicago office of Dakota Farmer. 
He succeeds B. V. Parent, who has 
joined Jesse DeBoth Features. 


Sandoz Appoints Hoffman 

Hoffman & Co., New York, has 
been named to handle the adver- 
tising of Sandoz pharmaceuticals, 
a division of Sandoz Chemical 
Works, New York. 


Lavenson Retires 

Jay Lavenson, founder of the 
Lavenson Bureau of Advertising, 
Philadelphia, has retired as pres-| 
ident of his company. Jay Laven- 
son Jr. will succeed him. 


| 
| 


FCC Revokes Raytheon's 
Television Station Permit 


The Federal Communications 
Commission has revoked the per- 
mit issued to Raytheon Mfg. Co. 
for the construction of a television 
station in the Boston area. 

FCC said the company has not 
been sufficiently diligent in build- 
ing the station, which was author- 
ized May 16, 1946. Raytheon 
claimed it was delayed by uncer- 
tainties and lack of capital. A 
year ago it asked FCC to approve 
sale of the proposed station to the 
Columbia Broadcasting System. 


Delaney Elected President 


Robert J. Delaney has been 
elected president of Thomas C. 
Delaney, Foreign Sales Manager 
Inc., automotive equipment and 
electrical export manager, New 
York. 


Honeymead Names Foulke 

Honeymead Inc., Cedar Rapids, 
Ia., has appointed the Foulke 
Agency, Minneapolis, to direct ad- 
vertising for all divisions of the 
livestock and poultry feed mar- 
keter. 


Food Producers 1950 Dollar-Volume 
and Services Will Increase: Willis 


Higher Costs in 1949 
Offset Economies, 
GMA Head Declares 


New YorK—Although grocery 
manufacturers’ net profits per dol- 
lar of sales continued to decline 
during 1949, the industry is opti- 
mistic about the future and feels 
there are “real opportunities for 
increasing their sales volume and 
their services to the people,” Paul 
S. Willis, president, Grocery Man- 
ufacturers of America, declared in 
a year-end statement. 

Manufacturers know, however, 
that with competition getting keen- 
er daily, greater sales can result 
only from extended and hard-hit- 
ting advertising and merchandis- 
ing campaigns, he said. 

“Aggressive manufacturers will 


In November, 1948, THE TELEGRAM came under new management... 


The daily average circulation for November, 1948, was... 198,473 


One year later, November, 1949, the daily average was... 275,836 


... an increase of ... 


77,363 


YES... THERE’S MORE FOR YOUR ADVERTISING DOLLARS IN... 


NEW YORK: 


Dan A. Carroll Associates, 


Bay and Melinda Streets—Toronto 1, Canada 
MONTREAL: E. R. CHOWN, DOMINION SQUARE BUILDING 


110 E. 42nd Street. . 


. CHICAGO: John E. Lutz Company, 435 North Michigan Ave 


CANADA’S FASTEST GROWING NEWSPAPER 


increase their advertising and sell- 
ing budgets as the sale becomes 
harder to make,” Mr. Willis said, 
adding that in 1950 there will also 
be stepped-up activity in company 
research laboratories “where new 
products are created and old prod- 
ucts are made better.” 


ws Preliminary figures from GMA’s 
continuing study of sales and earn- 
ings of 89 representative grocery 
manufacturers indicate that 1949 
dollar sales were $15.4 billion, 
compared with $15.9 billion the 
previous year. Total food store 
sales, it is estimated, amounted to 
about $30.2 billion, compared with 
$30.5 billion in °48. “These small 
declines are due to lower prices, 
rather than to decreased tonnage 
sales,” the GMA chief explained. 

Over-all food consumption in the 
U. S., including food consumed on 
the farm and sold in public eating 
places, is estimated at about $52 
billion, also slightly below the 1948 
total. 

Increased costs in production, 
transportation and sale of grocer) 
manufacturers’ products forced net 
profits per dollar of sales down 
from 3¢ in 1948 to 2.9¢ during °49, 
Mr. Willis said. The comparative 
figure was 4.6¢ in 1939. 


@ Manufacturers continued their 
efforts to streamline operations, 
step up production and cut ex- 
penses where possible, but cost 
factors beyond their control—la- 
bor, transportation, taxes, machin- 
ery, rent, etc.—moved upward and 
offset these gains, he said. 

There were ample quantities of 
food available “at prices which 
were fair and reasonable when 
compared to costs of production 
and distribution, and to consumer 
income,” the GMA president de- 
clared. Supplies should be plentiful § 
during 1950, he added, except for 
temporarily limited supplies of 
some perishable foods and a “be- 
low-demand supply of coffee.” 
There’ll be enough to go around 
if purchasing is done wisely, he 
said. 

Mr. Willis sai¢ there is “‘ittle 
likelihood of any major change in 
the prices of retail food products 
during the year.” There is ‘“‘ittle 
room for price reductions,” because 
prices of most farm products are 
leveling off at or near government 
support marks, and higher produc- 
tion and distribution costs canno! 
be reduced at the present time. 


Develops New Type Gage 


Haberule Publishing Co., 7 I 
42nd St., New York, has develope / 
a new type gage, Haberule “1” 
Type gage. The gage includes 
agate, 6, 7, 8, 9, 10, 11, 12, 13 and 
15 point size, plus a 10” rule. Mac 
of laminated Vinylite, the gage ‘s 
available at $2.50. 


To Study Farm Paper Ads 


Farm Publication Reports Inc 
has named Recording & Statistic.:! 
Corp New York and Chicago, 
compile the Farm Publication A: - 
vertising Reports for 1950. Far 
Publication Reports Inc. will me: - 
sure and classify advertisemen 
in 38 farm papers in 1950. 


Boston Agency Moves Office 

Daniel F. Sullivan Co., Bosto |, 
has moved from the Statler Blc : 
to enlarged quarters in the Uni‘! 
Savings Bank Bldg., 216 Tremo '' 
St. 


OPE LG 


PRINTED ADHESIVE CELLOPHA\E 
TAPE — HUBER BLDG. — YORK, FA 
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SHORT COPY builds business 


“In 1917 we were a small neighborhood bakery. Today we are the largest 
independent bakery in the world. All during that time Outdoor Adver- 
tising has been the backbone of our selling effort. And with a record like 
that you can be sure it will continue to be!’ 


GEORGE FISCHER 
Py ident 
FISCHER BAKING COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INZ. * THE PACKER CORPORATION 
WALKER & COMPANY + WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE * C. E. STEVENS CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 


of the nation’s 
consumers... 


. Pras a ee 1 - + b 4 i ee 2 aes i OE Md wi "ae Oi ‘© ee = ait, pak ee ~ be ae Gal x Pte) one Mi Re Pas Paes ps siggy cath sain} : eC 7 ney s. ‘ : a se Ee eS ah ae 
a ee EG, Eee ee ee ee ee ee | es ae ee Ce ee rr ee 
ee ee ee ae a a OR a ree Fe i i RR aie ae Ba ae 
‘ “3 wg Sa : tie 3 ; a f ie ak a 
bi 
Ds, 4 
--194¢ eae 
if es. . 3 
e ws 
. ge oe a i 
oo 
> : in Se 
as om 
smal] ‘ "Reericage ca | “a 
° + “- * f } 
rices, a ba a ‘ 
nage tS ae 
ed. — Me oa 
n the oe a 
| il 
-d on ic 
ating a. 
; $52 “A L ] S ” : 
Bw ittle Something Extra ; | 
< BS, 
. 2 4 i! = ' 
stion, 3 a — ; 
acer) = a ; 
d net ; a ‘ P ‘, ~ 
jown as tm . A vw , - ee i Be 
B 49, Rasy a. Kept es 0 lel on 
ative “~ a — “a ~ 
Af | sala _ eee rs ia _ 
their Wy J t — sine ~ = a) Ay ae Fische ene 
tions, / a i. —_——_- 
ex- as : £9. 
cost = 
——- cree ee eee ; esee ' : ‘ My : E 
i, pcesesssacseceseoecncesecasas ee , a a 
anc eeeeeeeees assesses ees Outdoor Adv. "**88**8 28888808008 Me yl 1 
eeneeeeeee See ee ee eee ew eee ee ¢ ne 
seeevevece bel deta th-sid tndo- india de diaper ge od foal yt aa 
eeoececeseaseseeoeeseeeseseeseeseeeeseeeeesasetaeess A , shatter: 
¥ . 9 i - . 5 2 oe Me. op gear eet 5, : < ee Maen 2 ey 
p 4 emia. 
rg ei es 
Cee iat 
— 
ee ies 
| t 4 Y ‘ 
Bn ss 
Bel gc 
Be dace 
aes 
tag ek 
: ae 
: ae 
es 
ae ee a 
By a Se 
Y . oe 
udes | - 
ar 3 a + 
Mac es 
Be is Ennead sees reeset sess a 
ie, i ae 
5 eae 
Inc i ae 
tical Reid”, 
far’ few, 
+ a 
ee 
ig 
ce a 
- a 
stc a 
3lc aX" 
nic! lem 
‘ Be ach 
no Bebe 
a, 
ee 
ging 
PA bisahis 
, 
ihe, : a a : : F : ve a ae a 


Promotes Henry R. Herold 


William R. Warner Co., New 
York, has appointed Henry R. 
Herold, Hudnut sales representa- 
tive in the Oklahoma territory 
for the past 27 years, as vice-pres- 
ident. Mr. Herold will be placed 
in charge of the Pacific division 
for Warner-Hudnut in February, 
1950, with headquarters in Los 


Angeles. | 


Appoints Charles David 
Charles David, formerly head of 
Metro-Goldwyn-Mayer’s royalty 
department, has joined Yolen, Ross 
& Salzman, New York, to handle 
royalty and commercial tie-ups. 
Mr. David’s previous licensee pro- 
motions include “South Pacific,” 
“Wizard of Oz,” “Margaret 
O’Brien” and “Little Women.” 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
Co., Inc. 


CBS Warns Against 
TV Rebroadcasts of 
Rose Bowl Game 


HoLLywoop—Repeating its ac- 
tion of last year, the Columbia 
Broadcasting System has advised 
all theater exhibitors in the Los 
Angeles area that it has exclusive 
television broadcast rights to the 
Rose Bow! football game Jan. 2, 


1950, and will protect that right} : 
The | Pany has grown from an experi- 


by legal action, if necessary. 
game will be broadcast on KTTV. 

The letter recites that under 

CBS’ contract with Rose Bowl 
organizations it is not permitted 
to authorize or grant permission 
to anyone to use the television 
|broadcast of the games in any 
|theater, auditorium or other es- 
tab'ishment for a commercial pur- 
pose or where an admission is 
| charged. 

The letter, signed by Howard S. 
| Meighan, vice-president, notes that 
| the network has no reason to be- 
lieve that anyone plans such ac- 


tion and that the letter was written 
only to place exhibitors on notice 
that infringements of the telecast- 
ing rights would result in legal 
action. 


Pretzel Bitz Has New Plant 
and All New Equipment 

Pretzel Bitz Corp., Buffton, 
Ind., has announced the comple- 
tion of its new plant and instal- 
lation of entirely new equipment 
at 1015-29 W. Wiley Ave. 

In the past 10 years the com- 


mental start to its present size 
with its products being shipped 
throughout the country and to a 
number of foreign countries— 
Honolulu, Manila, Mexico, Can- 
ada, Venezuela, South Africa, 
Alaska, Canal Zone and Germany. 


Schlitz Sets NBC Show 


“Halls of Ivy,” to be sponsored 
by Joseph Schlitz Brewing Co., 
Milwaukee, over NBC, will debut 
Jan. 6 at 8 p.m., EST. Mr. and 
Mrs. Ronald Colman, perennial 
guests of Jack Benny, will star in 
the 30-minute comedy series. 
Young & Rubicam is the agency. 


“FOUR COPIES OF HOSPITAL MANAGEMENT 
SERVE OUR EIGHT DEPARTMENTS WELL” 


RANT HOSPITAL of CHICAGO 


© 33-559 GRANT PLAC 


Telephone Diversey 8 0400 


Hospital Management 
100 B. Ohio St. 
Chicago ll, Tllinots 


Gentlemen: 
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tes of Hospital Manage™ 
Oe ae well. Three of my depar 
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rae om circulated to these departmen 
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H. S. HANSEN 


Administrator 
our eight GRANT HOSPITAL 
nacat heato, Chicago 
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pee ve Maintenance 


In this way we keep all departments 
new ideas and new products. 


Sincefely, 
A dy V 


H. S. Hansen 


Administrator 


up to date on 


A $1,360,000 establishment. 
236 beds. 45 bassinets. 


HERE’S HOW You Can REALLY Reach the 
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COMPLETE FURNISHINGS FOR THE HOME AND FAMILY 


D3 STORES 
WITHIN A STORE 
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ees eats ees tos 


MPA 


PLETE FURNISHINGS FOR THE HOME AND FAMILY. 


SPECIALIZED—Superstructures on each of Killian Co.'s five signs on roads leading 


into Cedar Rapids were designed so that they could be removed and reinstalled each 

Christmas season. Silver reflective sheeting was used over the surface of Santa, sleigh 

and reindeer, and Scotchlite process paints, adding color and reflection, were sprayed 

over the silver sheeting to provide nighttime effectiveness. The promotion was de- 

veloped by Herbert Killian, president, and Hans Lubre, display manager of the 
store, and W. F. Nesper, head of Nesper Sign & Neon Co. 


Editors Report 
1950 Looks Good 
in Their Fields 


WASHINGTON—Members of the 
Society of Business Magazine Ed- 
itors have predicted that 1950 will 
be as good or better than 1949 in 
virtually all consumer and indus- 
trial goods industries (AA, 
Dec. 19). 

Their specific forecasts include: 

Department stores: Slight de- 
cline in dollar sales during most 
of the year; net profit 20 to 25% 


over 1948.—Department Store 
Economist. 
Shoes: Spring, 1950, equal or 


ahead of spring, 1949. It’s up to 
the merchant.—Boot & Shoe Re- 
corder, 

Tire and battery dealers: Post- 
war cars ready for replacement 
tires. Better sales and profits.— 
Tires Service Station. 

Hotels: Sales to hold at 1949 
level, occupancy average of 85% 
anticipated.—Hotel Management. 


# Motion picture theaters: Usual 
post-holiday slump ahead; there is 
reason for optimism for 1950 on 
the whole.—Exhibitor. 

Heating, ventilating, air condi- 
tioning: 10% increase in over-all 


Buying Influences in Hospitals 


Some publications hit the surface like a flash 
flood; others, like a steady rain, penetrate, soak 
in, and prepare the way for the harvest. HOS- 
PITAL MANAGEMENT is one of those media 


that “soak in.” It gets down below the surface, 


helps the seeds of new business 
reaches those buying influences 


powerful voice in selecting products and services, 


to sprout. It 


which have a know 


even though they may never hear the voice of 


a salesman. 


HOSPITAL MANAGEMENT 


cause it is editorially departmentalized to parallel 


the departmentalization of the h 
selves — giving the administrator 


ninute overall view, and providing detailed in- 
‘ormation on procedures and products of direct 
nterest to those department heads who initiate 


surchases. 
The result —as proved by the 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 


penetrates be- 


ospitals them- 
an up-to-the- 


tion. 


@ 


latest reader 


100 E. OHIO STREET ° 


Largest net paid ABC hospital circula- 
Send 
reader penetration study; it is interesting 


penetration study —is that 88.56% of hospital 
administrators regularly route HOSPITAL 
MANAGEMENT to their department heads. 
When you consider this deep and effective pene- 
tration in the light of our leadership in ABC 
hospital circulation, it is clear why those who 
the market best consider HOSPITAL 
MANAGEMENT a must buy in the field. | 


| 
| 


CHICAGO 11 
@ 


for your copy of the latest 


and valuable. 


business anticipated, particularly 


for modernization of 


buildings.—Heating & Ventilating. | 


Electrical dealers: Banner year 
in appliances and TV, with pros- 
pects of $130 sales per wired home. 
—Electrical Dealer. 


Restaurants: First quarter of 
1950 will equal first quarter of 
1949.— Restaurant Management. 

Optical industry: Intensified 
promotion ahead in 1950, with 
emphasis on eyewear style, and 
precautionary value of several 


pairs of glasses.—Optical Journal. 

Automobiles: Over-all outlook 
in trade for 1950 is good—Motor 
Age. Monthly output of new cars 
will probably exceed record 1949 
levels by spring.—Automotive In- 
dustries. 


existing| 


more.—Hardware Age. 

Industry: Manufacturers of ma- 
chine tools and other metal work- 
ing equipment expect 1950 to show 
definite improvement over 1949.— 
Machinery. Electrical utility con- 
struction will maintain peak rate 
established in 1949.—Electric Light 
& Power. Railroads look forward 
to as large or larger freight vol- 
ume in first quarter; trucking in- 
dustry also expecting more traffic. 
—Traffic World. First quarter of 
1950 will be good, with metal 
working industries trying to make 
up 10,000,000-ton loss caused by 
steel strike. Some sources pessi- 
mistic about long term outlook.— 
Iron Age. Consumption of iron and 
steel and nonferrous metal pro- 
ducts is expected to be only slight- 
ly below 1949.—Steel. 


‘50 PROSPECTS GOOD, 
CHAMBER EXEC SAYS 


WASHINGTON—Dr. Emerson P. 
Schmidt, economic director of the 
U. S. Chamber of Commerce, pre- 
dicts that 1950 “should be a rel- 
atively good year,” though it might 
not be as good as 1949 and cer- 
tainly not as good as 1948. 

He sees continued strength in 
the construction industry, and a 
good backlog of orders as a result 
of the losses caused by the steel, 
coal and other strikes. 

He points out that consumer in- 
come held up well during 1949, 
that prices have drifted slowly 
downward, and that farm prices 
are resting on or close to floor 
levels. 


Names Fenstermacher Agency 

Bliley Electric Co., Erie, Pa., 
manufacturer of crystals and elec- 
tronic devices, has placed its ad- 
vertising with John Harder Fen- 
stermacher, Corry, Pa. Trade pub- 
lications and direct mail will be 
used. 


Goodrich Appoints Colley 

Russell S. Colley has been 
named manager of the sales of 
Rivnuts and Rivnut tools devel- 
oped by B. F. Goodrich Co., Akron. 
He has been with the company for 
21 years. 


Joins McNeill & McCleery 
C. Russell Zeininger, formerly 
with Benton & Bowles, New York, 


s Hardware: Estimates range from | has joined McNeill & McCleery, 
“as good as 1949” to at least 10% | Hollywood agency. 
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GEORGE T. HOPEWELL. INC. EASTERN REPRESENTATIVE - 101 PARK AVENUE. NEW YORK 


OVER FORTY-FOUR YEARS 
OF LEADERSHIP IN 
ADVERTISING SERVICE 
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King Tells How 
Area Sampling 
Can Be Improved 


Cuicaco—‘The big problem in 
area sampling is that of getting 
the people who use and pay for 
sampling to think in terms of error 
rather than in terms of the size 
of sample,” according to Arnold 
J. King, managing director of Na- 
tional Analysts Inc., Philadelphia. 

Speaking before a joint dinner 
meeting of the Chicago chapters 
of the American Marketing As- 
sociation and the American Sta- 
tistical Association herve, Mr. King 
said that errors in area sampling 
techniques in the past ten years 
have been markedly reduced. 

At the same time, he added, the 
size of sample necessary to pro- 
duce resuits with much smaller er- 
rors also has been reduced. 

He defined an area sample as 
one characterized by use of a geo- 
graphical area and a unit of ob- 
servation, with accurately meas- 
urable errors. 


s Future improvements, he said, 
will take place in three ways. 
They are: 

1. Improved efficiency in de- 
fining units of observation (homes, 
apartments, etc.) in clustered 
areas. 

2. Increased use of the double 
sampling technique. Double sam- 
pling, Mr. King asserted, is one 
of the most promising methods for 
reducing area sampling costs. 

“Double sampling,” he explained, 
is the measurement of a charac- 
teristic with a high degree of cor- 
relation to the desired character- 
istic. 

He cited a simple example. An 
English biologist wished to meas- 
ure the area of tree leaves in a 
research project. Determination of 
leaf area is a complicated, time- 
consuming, expensive, process. 

However, he found that the area 
of a leaf and the weight of a leaf 
had a high coefficient of correla- 
tion. Tnus it was possible to slash 
the cost and time involved by 
weighing the leaves rather than 
measuring the areas. 


s This same concept, Mr. King 
contends, can and is being ex- 
tended to all types of population 
and consumer marketing projects. 

3. Future development in area 
sampling techniques will be made 
primarily at the estimation level 
rather than at the stratification 
level, he added. 

Mr. King, long a partisan of area 
or probability sampling—as op- 
posed to quota sampling—is best 
known for his master sample pro- 
ject, which laid the foundation for 
Census Bureau and Agriculture 
Department sampling. 

He advocates the use of area 
sampling even for such projects 
a; readership studies. Under ques- 
tioning, however, he admitted that 
“even if the sample is designed 
perfectly and the interviewing 
‘onducted properly,” the area 
technique “does not prevent mis- 
interpretation of the data.” 


NNPA Okays NAEA Research 


The central regional division of 
‘te National Newspaper Promotion | 
Association has adopted a resolu- | 
ton endorsing the Newspaper Ad- | 
vertising Executives Association’s 
bioject to coordinate information 
1 newspaper research, through 
léwspaper promotion executives. 


Mathisson Appoints Two 


Edward G. Ball, account execu- 
uve, has been appointed as as- 
Sotiate and secretary of Mathis- 
So. & Associates, Milwaukee. H. 
Kendig Eaton has been named 
biblie relations director. 


Portland Jr. Adclub Elects 


Betty Lancaster, Mac Wilkins, 
Cole & Weber, has been elected 
president of the Portland, Ore., 
Junior Advertising Club. Other of- 
ficers are: Lew Krumbein, Hyster 
Co., 1st vice-president; Sally Selle, 
House & Leland, 2nd vice-presi- 
dent; Mary Jane Peterson, Blue 
Cross, secretary; and Dorothy 
Clark, Allen & Clenaghen Adver- 
tising Agency, treasurer. 


Plans Permanent Exhibit 

Printing Institute, Philadelphia 
graphic arts training school, in 
January will open a permanent 
graphic arts exhibition of products 
made by printing suppliers and 
equipment manufacturers. Display 
space is available on a yearly rent- 
al basis, from Samuel M. Burt, di- 
rector of the school, 2206 Chestnut 
St., Philadelphia 3. 


February Magazine 
Ads to Introduce 
New Revlon Makeup 


New YorK—Revion Products 
Corp. will introduce a new liquid 
makeup, “Touch-and-Glow,” with 
full pages and spreads in February 
issues of national magazines. 

Priced at $1 for the one-ounce 
size, the makeup will be available 
Feb. 1 in department stores, drug 
stores and beauty salons. 

Scheduled to run “Touch-and- 
Glow” copy in February issues are 
Charm, Cosmopolitan, Flair, Ma- 
demoiselle and Vogue. Listed for 
March are Glamour, Harper’s Ba- 
zaar, Photoplay, Seventeen, True 
Confessions and True Story. 


Eastman Issues TV Book 


Eastman Kodak Co., Rochester, 
N. Y., has issued a new booklet, 
“The Use of Motion Picture Films 
in Television.” The booklet, in- 
tended primarily- for photograph- 
ers and production technicians, 
covers the use of film in preparing 
films for TV transmission and re- 
cording images from the cathode 
ray tube. Copies are available, 
gratis, from the motion picture 
film department, 343 State St., 
Rochester 4, or the company’s New 
York and Hollywood offices. 


Martin Sloan Retires from GE 


Martin L. Sloan has retired as 
vice-president of General Elec- 
tric Co. after 40 years with the 
company. Until a year ago he was 
vice-president and general man- 
ager of the company’s lamp de- 
partment, with headquarters in 
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Nela Park, Cleveland. In 1948 
Fred F. Harroff, Mr. Sloan’s as- 
sistant, became general manager 
because of Mr. Sloan’s coming re- 
tirement under the GE pension 
program. 


Baur's Appoints Roberts 


Dorothy Roberts, formerly ad- 
vertising manager of Gordon 
Stores, Denver, has been named 
advertising director of O. P. Baur’s 
Confectionery Co., Denver. 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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The big business in Ottawa, Kansas, is farm business— 
notwithstanding a large industrial payroll. And here, as 
elsewhere in Kansas, both farmers and businessmen 
along Mainstreet keep posted with Kansas Farmer. 


Here’s why: 


Kansas Farmer gives its readers real service tailored 
specifically for Kansas readers and their problems. 
Regular articles give accurate, concise information on 
crops and livestock, on new insecticides and weed killers 
and many helpful suggestions on farm management. 
The farmer's wife reads Kansas Farmer for new ways 


The Business Paper of Kansas Farmers 


KANSAS FARMER, Editorial and Business Office 
Topeka, Kansas ¢ Published by Capper 
Publications, largest agricultural press in the world. 


says E.G. STUCKER, Prominent Ottawa Implement Dealer 


to save time in housekeeping, for recipes and dress 
patterns and decorating ideas. And the men along 
Mainstreet read Kansas Farmer to know just what 
Ottawa farmers (and their wives) will want to buy 
during the coming season. They know Kansas Farmer 
readers are loyal readers—and that it’s the kind of 
loyalty that gets results for advertisers! 


When you're looking for the way to cover Kansas, 
remember the unequalled prestige of Kansas Farmer. 
You get an audience that is willing to listen . . . believe 


... and BUY! 


There are 5915 loyal Kansas 
Farmer Subscribers within 
a radius of 25 miles 

f Ottawa. 


“Yes, farming is the lifeblood of Ottawa” 
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The Row Over Census Income Data 


The tempest in a toy teapot which has been stirred up by certain 
members of Congress, abetted by certain newspaper columnists and 
editorial writers, over the “issue” of whether the Bureau of the Census 
shall collect income data, is not only inane but dangerously foolish. 

In the first place, the “issue” does not exist. Income data have 
been collected from the population before, by census enumerators 
and by private research organizations, and no visible harm has been 
done to anyone. 

In the second place, the data collected by the Bureau of the Census 
are by law so confidential that no individual figures may ever be 
revealed to anyone, including other agencies of the government. And 
the bureau, so far as we know, has a perfect record for carefully ob- 
serving this law. There has never been a whisper of a leak of data 
from this source. 

In the third place, many of the people who have been most 
vociferous in developing the current tempest profess to represent 
those segments of the economy to which the availability of com- 
petent income data is of vital importance, so that they have put them- 
selves in the position of cutting off their own noses. 

Business—and especially the advertising and merchandising bus- 
iness in all its phases—nceds these figures. So does government. So 
do sociologists and social scientists. From this standpoint the current 
hullabaloo is ridiculous and annoying. 

What makes it dangerous is that it exemplifies again a penchant 
on the part of too many people to cry “Wolf” before they take a rea- 
sonably careful look at the animal which is approaching, and, in- 
deed, before they are sure that any animal is approaching. 

Such overly-eager attacks on anything which happens to appear 
over the horizon not only indicate a highly developed lack of dis- 
crimination, but they have the added danger of all “Wolf” cries: 

They dissipate energies which might better be saved for waging 
battle against real rather than imaginary evils, and they create an 
apathy in the public mind over issues which ought to be taken 
seriously. 

As every speaker and every advertising writer ought to know, too 
much emphasis on everything inevitably results in very little em- 
phasis on anything. 


Advertising in Grand Central Station 


We are not prepared to say whether the users of Grand Centra! 
Station in New York are as unanimously up in arms over the series 
of loud speakers in the station which deliver advertising messages 
as some would have us believe. 

The New Yorker, for example, may have stirred up the more 
vocal segment of the population to heights they might not otherwise 
have reached, had it not been for that publication’s furious drive to 
have the new advertising medium discarded. 

The advertising is certainly arresting, and presumably effective, 
but the reactions which have been reported, both in public and pri- 
vately, indicate that all attempts to deliver advertising messages, and 
particularly vocal messages, to a captive audience ought to be given 
the most careful consideration. 

The question is one which reaches far beyond the confines of 
Grand Central, and far beyond the interests of those who operate 
or utilize the advertising facilities set up there. If this advertising 
is definitely annoying to a substantial number of persons, the an- 
noyance of those persons will certainly be carried over to other forms 
of advertising, even though there may be no logical reason for such 
a carryover. 

Every advertiser and every advertising medium has a duty to all 
advertising—a duty to use restraint and good taste so as not to offend 


' large sections of the public. 


—Angostura-Wupperman Corp. 


“Don’t go in there, Mac. He doesn’t put bitters in his Manhattans!” 


What They're Saying 


Men Above Nature 


While economic laws may not be 
flouted, they can be used in ways 
which will bring about good wages 
for workers. 

This nation maintained high 
living standards in a total war 
which drained off many of the 
best workers into the army, di- 
verted much food and clothing 
overseas, and demanded a high 
percentage of total production for 
purely military uses. 

Such a nation has no right to 
plead inability to maintain decent 
wages and fair living standards. 
What organized effort can do in 
time of war, it certainly can do to 
meet the vital challenge of peace. 
With the soldiers returned and pro- 
duction concentrated upon peace- 
time needs, there is no basic reason 
why we cannot produce enough to 
provide a good living for all our 
citizens. 

Nor should we lack the ingenuity 
to distribute such production. A 
fair wage system is an important 
factor in mass distribution. 


—Robert Wood Johnson, chairman, 
Johnson & Johnson, “Human Rela- 
tions in Modern Business,’’ Harvard 
Business Review, September, 1949. 


The Uncommon Man 

Recently, in my opinion, there 
has been too much talk about the 
Common Man. It has been dinned 
into us that this is the Century of 
the Common Man. The idea seems 
to be that the Common Man has 
come into his own at last. 

Thus we are in danger of de- 
veloping a cult of the Common 
Man, which means a cult of medi- 
ocrity. But there is at least one 
hopeful sign: I have never been 
able to find out who this Common 
Man is. In fact, most Americans, 
and especially women, will get 
mad and fight if you try calling 
them common. 

This is hopeful because it shows 
that most people are holding fast 
to an essential fact in American 
life. We believe in equal oppor- 
tunity for all, but we know that 
this includes the opportunity to 
rise to leadership—in other words, 


to be uncommon. 

Let us remember that the great 
human advances have not been 
brought about by mediocre men 
and women. They were brought 
about by distinctly uncommon peo- 
ple with vital sparks of leader- 
ship. Many of the great leaders 
were, it is true, of humble origin, 
but that alone was not their great- 
ness. 

It is a curious fact that when 
you get sick you want an uncom- 
mon doctor; if your car breaks 
down you want an uncommonly 
good mechanic; when we get into 
war we want dreadfully an un- 
common admiral and an uncom- 
mon general. 

I have not met a father and 
mother who did not want their 
children to grow up to be uncom- 
mon men and women. May it al- 
ways be so. For the future of Am- 
erica rests not in mediocrity, but 
in the constant renewal of leader- 
ship in every phase of our national 
life. 


—Herbert C. Hoover, quoted in “The 
Mullins Press,” house organ of Mul- 
lins Mfg. Co. 


Keep the Lines Open 

The management of thousands. 
of companies have learned the 
simple truth that the attitudes 
they find among their employes 
toward the company are in large 
measure a reflection of the com- 
pany’s attitudes toward the em- 
ployes. 

The truth has been demonstrated 
that evidence on the part of the 
company that it is interested in 
the employes, in whatever respect, 
goes a long way toward affecting 
their attitudes. It is to the credit of 
management that there is indica- 
tion that in recent years manage- 
ment is beginning to learn this 
lesson well. 

The best evidence is the new 
attention that companies are giv- 
ing to employe communication, 
education and training. 


—From the program for the general 
management conference of the Amer- 
ican Management Association, to be 
held in San Francisco, Jan. 18-20, 
1950. 


Advertising Age, December 26, 1949 


Rough Proofs 


Under the Functional Music 
plan, FM stations will be able to 
deliver music without commer- 
cials. Wasn’t this one of the fea- 
tures so highly prized by early 
FM adherents? 


WHO says 12.5% of Iowa barns 
are equipped with radios, so the 
eminent Dr. Whan should really 
be able to locate the permanent 
residences of those contented cows. 


“The Yale report,” says a news 
story, “shows drinking to be most 
heavily concentrated among people 
who have high incomes, who have 
higher education and who live in 
urban areas.” 

It’s difficult to improve on the 
right kind of hard cider. 


The people who oppose Census 
collection of income data have the 
naive idea that Uncle Sam already 
has most of that information nice- 
ly filed with the Bureau of In- 
ternal Revenue. 


The congressional hearing on 
the Langer bill prohibiting beer 
and liquor advertising is scheduled 
for Jan. 12 and 13, and seems nice- 
ly timed to coincide with those 
post-holiday headaches and good 
resolutions. 


“Social scientists and philosoph- 
ers are searching for universals 
in human behavior,” reports the 
University of Oklahoma Press. 

Such as the universal desire to 
keep Santa Claus on the job? 


“Foster & Kleiser praises agen- 
cies,” headlines the world’s great- 
est advertising journal. 

Thus joining other media in 
praising those from whom almost 
all mundane blessings flow. 


Gladys the beautiful receptionist 
says she sees Jackie Robinson will 
be on an ABC cooperative, and she 
thinks it’s fine people realize that 
Peewee Reese is on the other side 
of Brooklyn’s second base. 


Martin Reed says the Linotype 
has double the capacity obtained 
from it in actual normal opera- 
tion. 

That’s one of those little detail 
which prove so discouraging to in 
ventors. 


“Are you afraid of our sales 
men?” asks Thomas A. Ediso 
Inc. of its reluctant prospects. 

The answer is “yes,” if the sales 
men won’t take “no” for an an 
swer. 


With true British couservatisn 
Radio Times discounts its ow 
multiple readership by reportin 
calmly, “The Radio Times is n: 
passed on very much.” 


If major shifts in locations 
advertising accounts and_ the 
agencies continue at the curre) | 
rate, the advertising world m: 
want to start a campaign for t! © 
relief of its own Displaced Pe - 
sons. 

Copy Cvs. 
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“LOADING PLATFORM” 


for America’s 3rd Market! 


ere 
a? 


i 7 .. bees 
Ct SPOTTES 


Commuters, small-town dwellers, workers, shoppers... 


r MORE THAN HALF THE PHILADELPHIA MARKET 
IS OUTSIDE THE CITY LIMITS! 


will 

aan In addition to intense coverage in the city 

side zone of America’s 3rd market, THE INQUIRER GET MORE THAN THE 
builds your sales out in the surrounding HUB...GET THE WHOLE 

type suburbs...in the scores of nearby towns and RICH MARKET! 

1 cities...in rural areas between...selling the Daily Sunday 


INQUIRER INQUIRER 
% of Family Coverage 


71.5 86.9 
69.2 88.2 


entire market of more than 4,000,000 persons! 


This total penetration of the “multiple 


market,”” as shown on the chart at right, 
7 WITHIN 
iso explains why THE INQUIRER has been first in 


20 mites $ Ps 63.8 | 84.8 
sles advertising volume in Philadelphia for 16 So 60.4 82.5 
an 


consecutive years! 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Inquirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfieid 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Product Research Cost Estimated 


on 3%-of-Sales Basis by Fred Olsen 


New YorK—A new method for 
determining how much return a 
company receives from each re- 
search dollar has been developed 
through cost accounting methods 
by Fred Olsen, director of research, 
Olin Industries, East Alton, IIl., 
according to an article in the cur- 
rent issue of Business Week. 

Mr. Olsen claims his system per- 
mits management to submit re- 
search results to the same kind of 
audit as is used to measure the 
productivity of a factory or of a 
sales department. 

“Basically, any successful re- 
search project results either in an 
improved manufacturing process, 
an improved product, or a new 
product,” the article says. “So, 
basically, the probiem is to assign 
cash values to those resulis, which 
you can compare with the cost of 
research.” 


ws In evaluating the first, Olsen 
takes the actual reduction in man- 
ufacturing cost for one year of an 
improved process or product as 
compared with the old one. As- 
signing a value to the research in- 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


resented nations 
ly oy Ow Burn-Smith 
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volved in a new or an improved 
product is more difficult since no- 
body can exactly say what the 
value of an improved product is. 
Olsen, it is said, found the solu- 
tion to this problem by arbitrarily 
making the return on research 3% 
of the total sales of the product 
for one year. On a new product, 
he uses 3% of sales for the first 
three years. This figure was 
adopted because many companies 
have a policy of allotting 3% of 
net sales to the research budget. 


s If 3% of sales should be spent 
on research to maintain the quality 
of a company’s products against 
competition, the article says, then 
3% should be regarded as a con- 
servative measure of such products 
as are improved. 

“So for an improved process,” 
the article explains, “the index of 
return is the saving in manufactur- 
ing cost for one year. For a new 
product, it’s 3% of total sales for 
three years. And for an improved 
product, its 3% of one year’s sales 
plus any saving in cost, or minus 
any increase.” 


Ask Mr. Foster Names Three 


Max B. Allen, vice-president, 
has been named executive vice- 
president of Ask Mr. Foster Travel 
Service Inc., New York. Helen F. 
Schock has been appointed per- 
sonnel director and Everett W. 
English has been named manager 
of the traffic department. 


Chicago TV Show 
to Carry Previews 
of New Sequences 


Cuicaco—Herbert S. Laufman, 
local TV packager, has adopted a 
new plan to showcase ideas for 
television programs. 

Mr. Laufman, who produces 
“Women’s Magazine of the Air’ 
over WGN-TV on Monday, Wed- 
nesday and Friday (4-4:30 p.m., 
CST), will include five to ten- 
minute previews of sequences 
which otherwise might not get 
across the video threshold. 

Sponsor of “Women’s Magazine,” 
the Hyland Electrical Supply Co. 
has agreed to the plan for screen- 
ing programs which may eventu- 
ally be telecast by other sponsors. 

Says Mr. Laufman: “I know how 
tough it can be to get started in 
television.” And he adds, “The 
more good programs we have in 
video, the better it will be for 
everyone connected with this new 
medium.” 


NAM Releases New Film 


“The Quarterback,” sponsored by 
National Association of Manufac- 
turers, just released, will be made 
available in 16mm prints to schools, 
factories, churches and other 
groups. Produced by Apex Film 
Corp., Los Angeles, the new film 
tells the story of a college foot- 
ball hero who found he needed 
more than athletic ability to make 
good in business. This is the 11th 
Hollywood film made for NAM 
for free distribution to interested 
groups. 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


Federal Reserve Figures on Department Store Sales 


WASHINGTCN—Department store 
business gained mormentum rapid- 
ly as Christmas approached. 

Although sales were off marked- 
ly early in the holiday shopping 
season, Federal Reserve Board 
figures for the week ended Dec. 
10 show that the 1949 dollar vol- 
ume was only 4% below the dollar 
volume for the same period last 
year. 

In each year since the end of 
the war, consumers have been do- 
ing holiday shopping later in the 
season, as they did in prewar 
years. 

Most areas of the country re- 
ported that 1949 sales during the 
week ended Dec. 10 were slightly 


DEPARTMENT STORE 
— SALES INDEX 


1935-39 EQUALS 100 


Week to Dec. 10, ’49*.p542p 
Week to Dec. 11, °48*..562 | 
Week to Dec. 3, '49*....448 
4, °48*....485 
26, 49*..330 
27, 48*..347 


Week to Dec. 
Week to Nov. 
Week to Nov. 


pPreliminary. 
*Not adjusted seasonally. 


under or just over the volume for 
the same period last year. 

And, significantly, Pittsburgh 
and Birmingham, in which retail 
sales had been depressed as re- 
cently as the week of Dec. 3, re- 
ported that buying has returned 
to normal. There are now no ap- 
parent after-effects of the recent 
strike. 

In addition, the New England 
area and the West Coast, which 
registered sales declines early in 
the year, came close to last year’s 
record level. 

Brightest spot in the picture 
was the 10% gain in Kansas City. 
Other cities reporting gains, as 
compared with the same period 
last year, are Duluth-Superior, up 
8%; Minneapolis, up 4%; San An- 
tonio and Portland, both up 3%; 
Salt Lake City, Fort Worth and 
Nashville, all up 2%, and New Or- 
leans and Washington, both up 1%. 

% Change from 1948 


Week Ended 
Federal Reserve Nov. Dec. Dee 
District and City 26 3 10 
UNITED STATES . Ft —s — 
Boston District ....... z2——_—5 —!1 
New Haven —s& —9 0 
— § —3 —l 
ee —8 —15 —7 
Providence .............:.0-- —2 -8 —3 
New York District ....... —_— -—-7i —4 
Newark fain : : —4 -8 —2 
Buffalo .......... —5 r—1l —5 
New York ... —l1 —7 —-4 
Rochester —3 -—-8 —5 
EE : 7 —3 —5 
Philadelphia District... —1l -—7 —3 
Philadelphia ................. —l r-—7 —4 
Cleveland District ........ .——i —10 —7 
Akron ‘ : —4 -—9 —10 
Cincinnati —3 —12 —5 
Cleveland ..... .—_ —6 -6 —6 
Columbus ......cccccc = BO 
0 Ee —9 r—10 —8 
Pittsburgh. ............. aw. —O? —12 —6 
Richmond District i | —s —3 
II -cincusanctnssenecns 1 
Baltimore ............. may --6 
Atlanta District .... —2 
Birmingham 4 
ag iS --7 
Atlanta Sea —5 
New Orleans Sica onahdins 1 
Nashville ........... 2 
Chicago District . — 
OS eee | 
Indianapolis ....... ; —5 
A —10 -8 —7 
Milwaukee ................. —§ —ll —9 
St. Louis District .......... —ji r—-l0 —3 
Little Rock —7 —17 —8 
Louisville ........ —5 —7 —6 
ee a —8 -8 —2 
SIE teccnmnremnatiinge —7 —16 —2 
Minneapolis District .. —3 r—4 38 
Minneapolis _............ —1 —3 4 
 __ | eee —5§ -—-3 —1 
Duluth-Superior ......... —12 —11 8 
Kansas City District .—ij —9 1 
ee aa —s§ -—8 —-4 
Wichita ..... —9 —28 —3 
S| -.l—>F —§ —7 10 
St. Joseph .......000.... —10 -—5 —2 
Oklahoma City ............ 4 —7 —l 
a —14 —ll -—3 
Dallas District -—-§ -9 —2 
le —@ — § 0 
Fort Worth —3 —5 2 
Houston. ......... —12 —17 —9 
San Antonio ................. —3 —9 3 
San Francisco District -—o? r-F —+t 
Los eles Area ......... —13 -8 —8 
GE. tapeemeeeiennnniss . —+ —-—s —3 


San Francisco ..............—2 —7 0 

| sa —12 —9 3 

Salt Lake City ............. —12 —8 2 

“ eae ae -—6 -4 —!1 
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NBC Gets Helbros Watch 
as Mystery Sponsor 


Helbros Watch Co., New York, 
which has been vigorously wooed 
by all the networks since its re- 
cent cancelation of “Quick as a 
Flash” on Mutual, has been won 
by NBC. The company will spon- 
sor the NBC package, “Richard 
Diamond,” starting in March. 
Time (Sundays at 5 p.m., EST) 
was bought through Dorland Inc. 

NBC press loudly heralded the 
fact that this mystery is the sixth 
network package sold by NBC in 
recent months. Others are “One 
Man’s Family” (Miles Laborator- 
ies); “Dragnet” (Fatima); “Baby 
Snooks” (Tums); “Halls of Ivy” 
(Schlitz); and “Screen Directors 
Playhouse” (RCA Victor). 


Two Name Shrout Agency 


Max Gerber Inc., Chicago ap- 
pliance and plumbing supply 
wholesaler, has appointed Shrout 
Associates, Chicago, to direct its 
account. Newspapers, direct mail 
and car cards will be used. Crown 
Rheostat, Chicago plating equip- 
ment manufacturer, also has 
named the Shrout agency to han- 
dle its advertising. Business papers 
will be used. 


Four Name Bott Agency 


Leo P. Bott Jr., Advertising, 
Chicago, has been named to handle 
the advertising of Edward Don & 
Co., supplier of hotel, restaurant 
and other institutional equipment; 
Ward Machinery Co.; James Davis 
Inc., wallpaper distributor; and 
Husar Picture Frame Co., all in 
Chicago. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 


TODAY | 
Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago I, Ill. | 
Gentlemen: | 
Please send me _____ copies of “Successful | 
Sales Training.” Enclosed is $_____. | 
TIOIRD cccccncnsccanseconteemenaundeekeselr | 
eee renee ee SR | 
Company ---.-.----- | 
Address | 
(Se eee Zone_... State____.-.-- | 
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Your Magazine Color Plates can give 


you Newspaper Color in Milwaukee 
— AT A FRACTION OF ORIGINAL PLATE COSTS! 


tising, 
andle 
Don & 
Aurant 
pment; 
Davis 
; and 
all in 


an oper 


) Four-color magazine plates are ne ing adapted to newspaper utilizing cellophane proof technique. It’s economical because it 
| use with. dramatic success by The Milwaukee Journal. This saves all color separation and hand work. It also permits copy 
ccessfu | , process, giving high fidelity reproduction, saves up to four-fifths of changes in the black plate up to five days before publication. Ask 
if the original color plate cost. The Motorol. advertisement shown for samples and rates. 

| here is one of several Milwaukee Journal pages in which 133 line 
screen magazine plates have been reproduced in 70 tc 80 line news- 
paper screen—with beautiful results. It’s a simple, fast process — 
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Gift-Pax Sample 
Service to Add 
More Hospitals 


Plan Is Success, Says 
Fleischer; Will Expand 
to Nationwide Basis 


New YorkK—Gift-Pax, new sam- 
pling service which began opera- 
tions six months ago, has proved, 
to its own satisfaction at least, its 
original belief that the best way to 
make an impression with baby 
products is at the bedside of the 
new mother while she is still in 
the hospital. 

William R. Fleischer, president 
of Gift-Pax, also is account execu- 
tive for Diaperwite Inc., maker of 
Diaperwite detergent, at the Adair 
& Director agency. Some time back, 
when his wife was about to have 
a baby, Mr. Fleischer got the idea 
that the time to interest mothers 
in baby products is at the hospital. 

A survey of hospitals in a section 
of Long Island showed them to be 
favorable to the plan. After some 
preparation, Gift-Pax was 
launched last June in 15 hospitals 
in the New York area. 


s Gift-Pax, Mr. Fleischer reports, 
now distributes 12,000 packs 
monthly in 110 New York hos- 
pitals; 3,500 monthly in 25 hos- 
pitals in Philadelphia; and has 13 
hospitals in Baltimore with a 
monthly distribution of 1,500 packs. 
The company plans to go into the 
Boston-Worcester-Providence area 
shortly, starting with distribution 
of 3,000 packs in 19 hospitals. Fu- 
ture plans call for expansion to 
all major cities in the country. 
The New York gift pack now 
contains two Clapp baby food 
products, a packet of Diaperwite, 
Babee-Tenda plastic clothes pins, 
Dennison diaper liners, and a cou- 
ple of Botany Mills’ baby products. 
Each pack has a card which, when 


filled out and returned by the 
mother, gives her an appropriately 
decorative baby certificate. 


ws The company has had better 
than a 50% return of these cards, 
Mr. Fleischer says. From them, 
exclusive lists of names and ad- 
dresses are compiled and sent 
each week to participating manu- 
facturers. The lists provide the 
baby’s first name, valuable for a 
personalized direct mail approach. 
The cards also provide Gift-Pax 
with a check on distribution. 

The packs are distributed by 
nurses and usually are given moth- 
ers three days after the child’s 
birth. Each hospital approves the 
pack’s contents, but in no way 
makes an endorsement of the prod- 
ucts. Gift-Pax employs two full- 
time operatives who contact hos- 
pitals for the service. In addition, 
company personnel includes three 
packers and three office workers. 

Each participating manufacturer 
ships his product in bulk, and it is 
packaged by the company. The 
manufacturer pays from 7¢ to 10¢ 
for each of his items in the pack, 
depending 6n size and weight. For 
this he is furnished proof of de- 
livery and the weekly list of names. 
Gift-Pax, of course, does not ser- 
vice competing products. 


a At the outset, Gift-Pax had 
only one account, Diaperwite. 
Botany Mills came in after two 
months, and others followed. As 
the number of accounts go up, 
the pack must be altered to han- 
dle the increasing group of prod- 
ucts. 

So far the package has had 
three changes, and Mr. Fleischer 
considers packaging his greatest 
problem. 

Gift-Pax gives its New York 
participants prior right w in- 
clude their products in packs for 
other areas, and has not exploited 
the local aspect of the plan to any 
extent. Two local stores in Balti- 
more, however, participate, as well 
as one local outlet in Philadel- 
phia. 

No participant has withdrawn 
after joining Gift-Pax, and Mr. 


¥ ‘l'he Elks market 


THE 


for Sportin 
Choe . 


Elks, with their median combined family 
income of $5,472.33, rate high as men with 
a yen for recreation—59 % fish . . . 45.1% 
hunt... 31.5% play golf... 31.7% bowl. 


NOTE: For April THE ELKS MAGAZINE 

will bear down heavily on fishing, with 
articles and stories of exceptional interest 
to those 59% of the Elks who, among 
the 970,000 are fishermen. 


If you sell to men who spend for sport— 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


Fleischer reports that Diaperwite 
sales have increased substantially 
in Gift-Pax areas. 

With the first phase of Gift- 
Pax well launched, Mr. Fleischer is 
now adding some merchandising 
assistance to his service. This pro- 
vides a mailing to druggists, list- 
ing the hospitals in their vicinity 
which are supplied through Gift- 
Pax. A card is enclosed for the 
druggist to contact manufacturers 
in anticipation of increased sales 
of these items. 


Oldsmobile Dealers 
Bid for G. I. Funds 
in Seattle Campaign 


SeaTTLE—After baby and debts, 
what? 

This city’s two Oldsmobile deal- 
ers, Riach and Central, supply one 
answer in joint advertising di- 
rected to G. I.s, who will soon have 
$2,800,000 in G.I. insurance divi- 
dends to spend or invest. 

The headline for an opening 
two-color, 560-line newspaper ad 
begins, “These things should come 
first...” and sketches depict baby, 
an education and debts. The head- 
line then picks up, “but if your 
G.I. bonus and insurance rebate 
are earmarked for a new car, 
then...” it’s an Oldsmobile, of 
course. 

The two-dealer copy promises 
that veterans who wish to use their 
government funds for a down pay- 
ment can get immediate delivery 
on a new Oldsmobile and that 
there will be “no waiting for your 
payments to arrive.” 


a The copy is appearing in the 
two Seattle dailies, the Post-In- 
telligencer and Times, in various 
sizes, including a strip eight col- 
umns by 4” on the Times’ picture 
page. The ad will also run in the 
Washington Veterans News and in 
Washington Legionnaire. 

Frederick E. Baker & Associates 
is the agency. 


Wynn (CBS-TV) Switches 
to Camel on Jan. 7 


Ed Wynn begins his television 
series for R. J. Reynolds Tobacco 
Co., Winston Salem, on Jan. 7 at 
9 p.m., EST. William Esty & Co. 
is the agency for Camel, which will 
continue “Man Against Crime” 
(CBS-TV) and the daily news re- 
view (NBC-TV). Mr. Wynn’s tele- 
cast was dropped by Speidel Corp. 
as of Dec. 29 after a disagreement 
over format. 

Two other canceled CBS tele- 
casts—Esso Standard Oil Co.’s 
“Tonight on Broadway” and Big- 
elow’s Dunninger-Winchell show, 
both of which have been dropped 
as of the end of the year—were 
having less success at attracting 
new backers at press time. 


Shulton Names Shoemaker 


Shulton Inc., New York, has 
named Elizabeth Shoemaker, pre- 
viously assistant advertising man- 
ager, as advertising manager to 
succeed Irma Ericsson, who will 
serve as a consultant to the firm. 


Linecraft Names Ramsdell 


Linecraft Co., Philadelphia, has 
appointed Lee Ramsdell & Co., 
Philadelphia, to direct its account. 
Magazines and newspapers will be 
used. 


Jet black and waterproof 
Craftint New 66” Drawing 
Ink is second to none. It flows 3 
evenly — covers well and is 
permanent. 

At your dealer or write direct. 
THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., O 


CRulint | 
NEW 66" 


_ JET BLACK 
DRAWING INK 


Theodore C. Streibert, president of WOR, was the guest of John C. 
Baker, president of Ohio University, Athens, during inauguration 
ceremonies of WOUI, educational station of the university. . . 

Serving the 1950 March of Dimes National Radio-Television com- 
mittee are: Justin Miller, president of National Association of Broad- 
casters, who is co-chairman; Charles C. Barry, vice-president, Mutual 
Broadcasting System; Joseph H. McConnell, president, National Broad- 
casting Co.; and Hubbell Robinson Jr., vice-president, Columbia Broad- 


casting System... 

Ray Inman, manag- 
ing director of Illustra- 
tors Studios, Chicago, 
is a grandfather. That 
isn’t news; what is 
news is that he has 
just become the father 
of 6 lb., 10 oz: Diana 
Lynne Inman. . . Ar- 
thur Pickens, the new 
radio and TV director 
of W. B. Doner & Co., 
Chicago, is a new fa- 
ther, too, with arrival 
of Theodore L. Pick- 
ens. .. 

Arthur A. Hood, ed- 
itor of American Lum- 
berman, has a new 
formula for promoting 
the sale of baby car- 
riages. Says Mr. Hood: 
“To sell a baby car- 
riage, it takes one 
American Lumberman, 
two Looks, and a 
Mademoiselle with 
Life and Time.” 

Thomas Luckenbill, 
vice-president in charge of radio at William Esty Co., recently covered 
10,000 air miles during a two week trip to Germany with the R. J. 
Reynolds radio show “Grand Ole Opry.” Accompanied by Sidney 
Desfor, NBC’s photo chief, he toured U.S. Air Force bases and Army 
centers... 

Howard Lane, vice-president in charge of broadcasting of Field En- 
terprises, Chicago, left Dec. 19 with Mrs. Lane for Mexico, where they 
will spend the holidays. They expect to be back in Chicago shortly 
after New Year’s. .. 

Robert B. Brown, v.p. of Bristol-Myers; Don Belding, chairman of 
the executive committee, Foote, Cone & Belding; and Wesley I. Nunn, 
ad manager, Standard Oil (Indiana), have been appointed to the first 
professional advisory board of Alpha Delta Sigma, national profes- 
sional advertising fraternity. The board is a “step in the fraternity’s 
program of bridging the gap between education for advertising and the 
advertising business.” . . Frank Stanton, president of CBS, and Ather- 
ton Hobler, chairman of Benton & Bowles, were inducted into ADS’ 
chapter at New York U.’s School of Commerce, Accounts & Finance at 
the fraternity’s annual banquet Dec. 9. 


IN THE BAG—Ed C. Quinn (left), sales manager of the 

Dodge Division, and O. L. Mears, Toledo dealer, dis- 

play their limit bag of black ducks and teal brought 
in during a hunt in the Lake Erie marshes. 


FATHERS AND SONS—Posing for this picture during a Naval Reserve cruise aboard 

the USS Twining are: Harry Y. Maynard, commercial manager, KTLA, Hollywood, who 

served in the Marines during both wars; his son, Gordon G. Maynard, Technicolor 

Motion Picture Corp., who served in the Marines in the recent war; Hughlett Holly- 

day III, majoring in business administration at the University of Southern California, 

who served in the Navy, and his father, Hughlett Hollyday, a veteran of both wars, 
Simpson-Reilly Ltd., publishers’ representative. 


Isaac D. Levy, board member and a founder of Station WCAU, Phila- 
delphia, has been appointed a member of the Fairmount Park Commis- 
sion. . . James E. Blackburn Jr., a McGraw-Hill v.p., has been made a 
trustee of Rensselaer Polytechnic Institute, Troy, N. Y. An alumnus of 
the institute (1923), Mr. Blackburn is chairman of its annual alumni 
fund committee; a member of the editorial board of the “Alumni News,” 
and a member of the advisory council on public relations. . . 

Harry L. Merrick, 1st vice-president of Kal, Ehrlich & Merrick, has 
become president of the Kiwanis Club of Washington for 1950. . . 
George Wolf, public relations and television director of Foote, Cone & 
Belding, is co-author of a movie titled “Front Page Affair,” to be 
produced by Laurel Films next month for Eagle-Lion release. Mr. Wolf 
and Lauren Bearson created the original treatment and script. The 
movie is an adaptation of their play, “Ivory Tower,” which had a trial 
run in Connecticut a couple of years ago. . . 

A lot of Cincinnati girls wore orchids—a thousand of them, to be exact 
—on their Dec. 9-10 dates. The flowers were given away at the opening 
of a new television and appliance store operated by O. R. Bellamy, 
formerly general manager of WPGH, Pittsburgh, and with WKRC and 
WSAI in Cincinnati, and Howard L. Nations, public relations director 
of Gruen Watch Co... 
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purchase of every piano, and inspires the 1 musical interest o 
—_— everywhere. This predominant influence of women 
_ is one reason Lester Piano Manufacturing Company, Inc., has 
advertised in 31 consecutive issues of Ladies’ Home Journal. 


“Next year, it is ‘aa our lideilien to advertise Lester lee 
every issue of Ladies’ Home Journal. The Journal will continue 


"ning your national advertis- 
| are the dominant influence — _ ing program, the name Le 

ov anes to al at the 2 oe piano purchases in this | on a piano @ great 
line. That's the only proof | _ store — and Lester has made deal to the’ public. Our sal 


hoa ; ae a. ee 
f = Pe ee ‘ x LS ae 
sy ‘ is Pole ais 8 ms Coy , ee ee 
Ur. eartie w eE,. We as 2 Wes *% > ‘ 3 4 A 
ee et ‘ aes ree Att - + be . 3 : Pe tag 
‘ F Page ae 4 it iy. * a ons. fai “ae Hi ‘ = ae ge he i at Payee oT. oa 
oo soup ia i Maas ~ fk Ses sae os pee oF x ee se aa < 
rr ee ie, eager . i PS es Se, ee ces Seg! ge Pa Se eee ; : ed eS , SSS Pi 
BAC eae aie aaa ts et eee case te AS yi - ~ 3 SG et es cepa aR hs ELA. q re <8 Scere tie 
- eee mer eer x7 = cia ee gee i Sa li . awe e bo ie ae & = Sern se sa ava ie ae ei a te. Ce MR i go = 4 Pe £) AG aly te 4 
: eS ae Oe rey iis te = Pee ee : ee BO Ge aa ae Pat BOC) ars 2 seis ae oF De tee rm Lahey 
ees ee Re ee ee. ial Le een eer Ps ets i ea ke At See FA : - ke 3 AR oa 
‘ ison ee Ne oes Bie mente” eee ee Me Be uae eee Re . are mee: tains! i Seales 
en a Sree i yi a : I ek el ty gc ee gat oe : i, Pane a. ao See ee ee erry ae Eek) ‘ i. te a ee . Ps! 
ee seat cee ec aii Oe SS ) Ea see a ae eats a ae cn, ec: ae ” s oe oe ; 
BUS da | 4, ric 5 em Spite Speen Seco ee eee, = beet 4 < nee Pes 4 hes am Shee 
ie ey) ee Pe Mie ee = ee Wer Rly Ses Re = se Came iy a ras tue Re 
194: ig en a ee ae Rig aeigs Pon te eh oy Sane ae ee eS paar oe me - oo. eee x tage Se ag ze 
9 bs a ee ee gee ee me ae eet ee a Sa Siete ees 
2 eM, TO” ( alle A eA ae arr Tea ae Ae, + ae 
aaa peas sia: ee, eee ee eee eee ae 
. eee i eer ere ee agate ee pie oe La ee 
: ; . Pe i ee a ie ae ATS a om Pak 
‘ . ee eee “eae ie 
. A eee - : pees NP ie. 
site’ — ee 
OS ge itas | a 
a Ce ae gene. abe 3 oT ait “ern ™ ‘ ie oma 
q ee 3 - - > es ar : 
bcoyee ee ae ee : : ee wikis oh ae 
‘ Gee ah fut poe 4 aie ai : eel a eet bas 3 Bate ee he 
ee ee ae Pee er Men ae ; i ae rh late a. te ee a te eee Ca a 4 Sie ee, 4 ta 
amas Jeger es Ae aa Pere rg “et op ; oo ae “1 i, oe i aaa ae ee Sr seg ae este ga ' i a 
ee ee “st i ae rea! ginal ais : fe on ee ee eG 5 “f Shasta B z By 
Cc Boe See et, «ae pis See ie > ‘ia Gras A Pacts eC ee ee i aS Ba i: me EN ne POS Fes oo Sh Ste st i i ae ore ee oe " . Lipetie 
7 eee tr ee ig he at tea ae Sees | ae eee eer i ; a! aes ae Cee. ae. yee gs A poe ae Page * Pie og RES : — Ls hee Sead 
ion eee es ea oh eee Sige oat eas ie ae ee ae ewe ane Se7 5 |. Pies a a a ai ¥ by 
es ar PS Foy Seed Ae ae ie Ss die. eens Heo : ee ae ie Pe) ee ae meee fa ee : . : Ae ‘ ee as ‘ : 
ae ee le Ms cone ee ee Sines ae, to aay ie ” a Pathe wie 2 ae ne eae ap Naas naa le A ae sa : 
- ae 2 ee eet ee =i ee 3 fay rt eat es | ee eee es | a eo) eee ae nt Bs oe Pod a ee eee oe Me “ei ai ‘ : 
a re ee % 3 ape de ee oe ieee ees eat gh kis peel ae Ces ee ms ae oe ‘ah-i go, Set Si ‘ a feeiantes par oral as pes aa iain si ieee gia sl) ao, © res 
aoe oe anne 2 fs i ee nh ee ie hag t 4 aS eo ae + eed: pis See ge Bs Bhat * : Pi we a oe ee ey ae - ate Hes 
m- ‘ ‘a5 oe ae St eae aes ag ane PS eee eg tO Te” Saar ae ae Oke es lex a Co ee be —— ee 
| 3s he et een aphee e eee Se eee ee, eh OO aes aes = Sgghtiea eA ieee aia rae er ae a ee fae 2 ne 4 > : i ree 
d , a ge Berge ste ae pe iam see: a gn ener ee a see. pedis fo ae ce eae ae eos eee pein *: cs 
1d — a. eee ee a Aan ee a ea es \ edeairaa re eae oe ae Pee ts ati SAE vig are Sie 
ual 2. sgt cite er te a f= = Se fee eee ee aaa ie ee o. les Pee als pe 
oe 3 ee ee rae a one ween ce” / oy a area ae = O chee oa, les Pees. 
om ee te a a -_ eS ee ————— — 
id- pe ee _ Boe pei ee re eer ee cee ee, ee Ee eee more eta ae - . Pare see ee Ba igs as 
d se ey Spare. eu ve aay” ey a es Gentes chad ces ke Lee ie ate Se : P ey 
ee eee et ae oe et ae 2 eG tee Ter ae gad eo Oy meres Prag ee. Lehre See Reco ee Pe iss ee 
id- - prncesr= i Ck ea ye aT eR ease 3 aoe are oe ae cag A a. — a ee. ea BAe eae ict 
ft eet 2a) 5 2 ae eae ae ao feo ex hice k & ae ioe ¢ 
ie ie ae ; Pee ra store oa? Per ee ee oe ee eee a air, ae : . ic: | cules 
ig - | y Pere ae ee ad ae ee Ne? hah Sea ae i ee Seen a, 0 i ge * eu i ee ee ae, oe ce ae 
54 " ‘ emer 18 ee BA ae re a x ei yen . 2 ae gk es eee Cine as ele <a pa: 
ra i. ‘ sa eevee, a oe PSS ie. yr Bs cdg eae ae hs a 
> Scr ; ee ee ge Ts eer ati eal anal ae og ere : ; 
P = : 2 oo, fe She) ya. ae eee Oe ene tee 3 — Te ° oe 
go , ti oe ge ee aes ee a Se mS cy oo SB ae a irae © . oe 
’ ec ae, ee en ce geet Seam seen ae Arm Gmmmemset | Ms Ste es ae ce ee sb 
Mar oe Enger is Sea haa clay ot ak 3 a eee 3 ea et SS AE AR oe Pee. ee area 
hat . = oes ‘i oe Tea wk a ee Boks er ee ie | eee , Leathe ey woe ae pagers 
. i Cro SOP see ae Ee  s ees ake : a of i eee : ws. ‘ pee ee oh 
* Pee ey ge eee ee ae ge i Nine a ‘ee oe e ea oe ss 
td : a F aa ange sph Me tianh etl raat ——- Ree? Tem Fe ag ie Pe as 
% a ; , * i waste piel 
he . fe : Poe angles =o : of ae 4 See : at 
fk an br tee weer Sous ied a —e aes * ox ae 
r vs gas ibe . 2G Ce ee Soe Cae, es is ee : ’ vel eae 
— ee ee se ro Pe a ieee te’ . Pe re oy #3 wert : Z - uae ine 
ina —, oi ; ' Ae athe ne Ss ai ee Oe Pe Ss ee Bis eee nes ye 37S: en ° aco Gre 
; be ? Fe a 3 ne see: ee ee ee oe as a ee oe ee sae ee eae ee oo ae * : : ee ‘ a fg BS = 2 
ir a ; aa ae. ‘ ae Soe fees eo ee NS eae ee fo SR SST Lee Ae Ms Pies hs ' ae, ae 
- ; & ys |. : ; pee : ch Maha ete Se a ie ae ee ei iis fe he Pte es ie ae 
i. ra Ba ake ara cae: er ree =a % its - te 
ro Fe a a “o a 7 ee ey ae 
. oe OE et oe. : : 
ew He PO vad 2s j —— ¥; 
. ie? 

i us 7 < t,o 
tor a a Po A Ss oe . ee as 
/0., by See, : Cum , ‘i ances Pe 

: 3 : - - j ; ; . : ; eer ot a 
fa- om 7 apie 2 AIS a ; :  —- ™ , Ber 
Wh en “rs - . : q we ¢ $s ai 
val ; Sans, ae ee  @ — i - 
- . e : ah ica | : re . : ; rng ie bs = ies. xd . 
k- " oe i et ‘ 5 : . . a : 2. oe 
“ 4 a ; , 
: re ; Sg ce cite! Seana aw ’ ee pres 
2 Ye ee ear a ' it. 
d - - ‘ Va ad rae ee rene ; po so 
d— _ ss : See ree bee ae crap yap cs Si : +d ‘he a 
© . E errs be eh ae Ai aias Seah 2 ee 
; (Pa Sp eet a ee ee ate jn m 
m= : ; Saige Tet reese Nae, ee edt ‘ ' 
a pete dae cone edi Pao. Geir x 4 + - 
ew a . : ‘ aE Sue ee ee gee eae ee ” . 7 ; ‘ ae 
. - i ee ssoeptete Sele ane “ries — ae ‘ SO ee 
ing ry 7 5 7 ead pe ne + - caeg, 90 es Te i i ere” i 5 oF ot aeaee 
r= a 4 7 : i oe < Male Se ae 
d - 7 z - ” Sx 4 Sake ee Bee ee 
: * : “Ia nit : oe tae 
aed » (44 J : ° i fag. i> “ Rn pie Nn 
r= ie oy “3 -= "a ——- - aay Ore ee ome 3 P =. y ae ae 
~ : a «ie lal al Re a os , = . i a 
ne ; tt eet os aes a ; eis ve ai Set TE ee ae wee 
an re Soa ie: ene 7 o i ss rans $63 og ta ay a. : eee . 
’ j Sues hy ea, ae ee Fela es : : i ne oe al ‘ . rats, : eg ea sia * a gk va 
e ike a ee a eee oe Ts, in ne ae ~~  e «"; oo a 
pita 3 ’ ne init o wes 
th : A : a e tay a Bee 
et fo. al : i ewe af 
. ae eat ai abe: : ee oy aps Me teal 
x ee Bee eh — ee se 
ill, k ' F é a wy.” = Diss eed Ba * “4 sat" a f Rate of ™ 
7 1 © os ala “ > Fae - = 
— | | a aca ll al iw” 
, ere Rese es 
, \ eae ‘pee, oa 
7 ‘ Be Me - 
J : ¥ : 7 1 a - Ses 
ey sa neers 
oe <n pik 
we 7 ¥ ; ‘ef = - 
ian iran 7 : : > : - . 
ny pete Ae ape =. : 2) ba Hal - € 
ty eee a see ras. BS oe a a alee .* f 
ee ke? Pee ae sere oi] ‘ ; 
i il Ree ta eae ‘ie “aa 4 ig a, (sp 
n- Fae ge cma : re ‘3 Be he es shea eee oe ae 
ae oe eee ee eee se 5 1 Ih, ae ae he a”. Cae: © ye a ; 
ey See ea ae 5 ear eM atacagis =? Bo ere ” : 
' es ool pete. ten zh 2 ae ae ee 
a : fh bee Ae ee Soper os ‘Syne ‘feed : 
‘ ne ome Aan “Beene Cee ees . é 4 ° 
3 oe: _ eee a SS aa nl 
/ i f hee ak eee. aa 
e ees is sm 
in, é ; Peer ere a ee a 
: é at? ae eee ; ‘ ~ 
ie an rere Wee aon ral bo en 7 at , ; a 
‘ : er de ee whit ~ aS. aan 
st Bae Vi eee eT ee ee a Bie ee : 3 ? 
ee eee FS Beet, ae caer wig ae eee : a 
Ss- _ hee ae, Be fo Ce a Cre Rh .2iti oe Cee a oe ee aides ate ee 
, 3 © cea a tt an 2 Rd. oe ee ae Soe ak ee . a 
oe ne : Hee ; PRE he) Te gt eee: agree . é eae hg IEE eae 2 ie re ae pe ae hee Te 5 an 
ys ee ae get) ae a ee Si ane ee i” \ in, OO: 9 sims <a . B| 
ee hi. Se es Sol ae ee eee et eam Beware ag ny aie Auer Sey 5 RO ae og : . oe 
h eticc, 5 a ea ee ea a het Sap iat al ae erica aie, ae re Fi A ees pe eee : 4 
e€ > ee aa oo cae ree a eres ee : a ae a ant oe to EE me a ' Pr: ae 
riage a ae 4 yeaa pene rae en ae : rege. AG ge bo es, Oo eee og cake pe eae ; te aa 

eRe Boe . i alton eet tf aa Bice ee om pond ae 
vite ton ee . ae Rae daghe eS ot ye pile ao aa ake Susie: a Seeeenin ~ cae <4 ae at 
iS’ So a oo ae hae Tee ers Be asi ete as " a cia me sae he eee a!) Be ae he, 

: se ts. in orca Tt neo BE ede, at wat ae eee 2 aa ee: 
: co ll Sn a ee sata wets as a eee aren . ar i 3 pe 3 oe ae oo Bd 
at ene eee oe NS a ie aad Dae coe ee ee ae ke oe ho ar : Pee 
eC a ear Ts eee ee les Sec ot ie “Pas he tee _ Bess 4 cs oH, Pai a oF CS ae 
Py ees sha teak ale a es en Ais pes a ? ee y ¢ sie he : a ae cet” \ samy eT a 
Bled ce hag ee ati, oe ‘ nl Peer ee eee 1 eatia eel a cn Po aie . eon 
‘ en ae ee a ns Seen ae ee ean ae Share wile CM Me : == 
SEO FS Rae Met” EON oe ee an aa eee, ii ee ee a BA 
ak cc Rl oS gaa On Se a ieee all gi: Pte! oo si, + Oe a Br oe 
Lg ‘i Bae Vien 4 aT el eae si: alae fa iat a ee ee | Z * Be eee co ee TG apt at 
é Pe ty eg at ee seit ; ¢ ee 4 : i el 1 Went Ns 
t es, ie my ‘  % A 4 ey. . oli , aS on, ho 
sailiiies Ss : i : " . Ne pc 0 ? ale eg be ks - 
el as ; i a j hs eae 
eee Saleh ae Pitan r a anes vie 
reer eps , Mee ; S pas een a 
4 x %y ssi ‘ vce aie igs et 
: } ‘ee , Mime ip) A a 
7 , Z ae? bi se Me - fo : 
a oT an” ge Pee eee ae ne oA cs die Ise SG oes Pig ND RT 8s a! 
ie inc: as ine Be ee 
ae ee a ee ie Ce - 
1 pees ah — a 
- i et bite Sage he wo if _ ro i 
Beans Pipe Te ge 9 Siar ers vt z 
ce Poet ee eel = A i. be oA ie ai wel Mend 
ee Au eet oe : Bor. ae . Pa: _ Vs ae Rate =e 
¢ ee ee Hie } e pg Si aay rein ane ake See ee a : en eee 
‘ «RESULTS oh ee SO aN sme : | 
x ay el ac ; 5 ies DO aa Gee Te i aie ee : 
& Ie he eo in the w . : ’ a7 ea yerceea ve ; ; 4 x 
Pe et fice aa eae of oe HO tare at Sie ee wo Th " 
Yk jean a a f . ma Saga A eas 4 
es Lee ae ! be iwny ‘ s cae sa eee eh "a : = 
et S's bl , Py ee tf ‘. ' | — 
ely ees set pu ic : fae SE Sa ora del Nae a ee Sn Coe i ‘ 4 | ce % 
anes eee con in ee eee oe a ran Pyne eae my, ae Se bee | _. , i % a ' ati, 
Re ; eae r “] and ; fe AE Fe te TS ae Raheny 6S ig 3 ae ‘ | EB cethe- 
Dy tall Se eat re Tee 7 : preferen f ee aoe Peder. She Pie a3 e 2 “3 ieee 
eae ad cae (2) a i " ce or ‘t este ese a ane Ea cags whee i tes iY ee 
sa rien Ate A caves ‘vas J y ‘ ea ae ad — Sia aie te 7 a ye eee i 
Be ee improved distri > - H eee eke fot ee og es rie aa ot. ’ Baits eo. 
as Se Ba ee ‘ : = é Si tral vt en ae FTO RE: se iP ap oat i wee. ‘ a bona 
Taga May eh Pitas ? ee ek ea at Wa ee Set enc i Soe eam Heya. ab ae aa ae as ae bi : | aes. 
“Dae We hey, on (3 a sales P; ben Sek bie EMS ons ge ed og Bs hai ena. Ceti a Wa is | cee 
D8, Tig Saou Moles ) 7 % ‘d that Na le ae en aie nan oe ae a 7 ee 
at ig as ee feel : , ’ site 2 eee as ae pea ner as eer ele, a at ' Bee 2 
ae Be oy by Phas. ia ea or A eat. ae ie ees, i Sgt ee ieegie! 7 po: blige ed Oe, } oe Gee grit an 
Be ae niles w '» ; ig oar Be Ceo og: Saas ; = ae Bidet 1 
eae a uaa . i growth. ie syne Aas ps ‘fall li as ; bi ss et iit oi: 0 | es 
eee a ee ao iad a care ny cell Rees PRES Lada era ‘ 7 J tt tn. ha, dead alee y ce ay a 
rd Papp ee ai a Be ape ne aren pe? a ras | ae d m A eee aN 
eee er er ee eile le ee ae Ps a ae a @ me ee as 2 nae ae 
ho est lias A Ages ee ‘ — ee ae mo 
‘as eet ae A ioy ae eee. ea ee i semen eS i iin rope spe 
Fee. Bia hte oO rae ia She tee ‘ . Be Pe i 7 ECON? See ae 
or Beet thins ee, : — SO RUET ma, eae ay Se Nie a CEE eee 
ee ie Sah ie aia ee ah galt ek Maca Be — sail : oe : Ge ok Gaia 
Y sti a be be our ; Leo ee io. Slices iad be al ie on ~~ | Segre 
a ies : idee for : . ee et Pi pi es ee > . ae renee eh 
= 3 ee oe ‘ We ake. ve ay 7 eee a : - ae eee. ee ‘ Fe i So See ea eae 
. “7 ie cee 4 ng the ca ih : 7 a ee eeens \ i mes as a a ee ee 
rS, ee, Bes ; Journal : story : : age F ar Sees 2 3 a — ae ee an BY a 
owe reaches most ) wend A Ga a . ae a eo ae 
Ws) ee ae : . women, and in ° Saree ee ieee! a ee ee nt a ie 5 ee ‘ eS eal 
eo alae eon acon , a ah Mesa * Oak rae heey Ln ae yes e Wie i eee ila 
eo aa ae ne me a TB SS eg - fon nee : n most H ; Pee ee ge a ee 3 si . oo j ry ian: pee 
5 a ae: eee ee Sehnert at Ban, Renee igh ig eee ae ¥ oY. E Pe ee ee es ‘ ae ae sh 1 ae 4 meets De ee 
ei 0 Beg Beta Ge es lage eigen ae pancho g pple Mais le ee : 4 ’ , ae hie ee ee ae aa : ; ee 
» = on a ne hates ge tie ple ata te mae Ne 2 io apes ae oe (ae 4 : Pad ‘ aif ‘ Bat als as 
DEA Bie ee ye eee Seige ey es Bd ee ie Ge ae Mh: Hae Va erat ee dee, es oe ‘ Soe Ge eae 
$= LERS AGRE ae th aeckedc Sere et eras hale ae ee Se ke a ee ao DE atlas ce 2 i f ten racy 0") 
4 . eo SORE i ed Tate osc Aieeg 3 iene ese oad a ae ee = a pap ae, ‘ Bic os. i ee 
ee ea Ree wn nese So aie te ae eee er ae ac ae ae ; 2 : : - TR se ee r decile ase 
a i. eigen are ee ee ee eau coieg! ae ae y fy se 3 ea ie ors mer Mek , ‘ Pee tener 
oe i ae " a eee uate ve rane Saw thr ae a ackid eS > ae Saga ca a: a ee re a” re Rae om i fgg pete pet 
na oe ma : ’ ee cS Coes Soe! te ee eee pray peckic ae. i ey F ; ‘a . oad aR oa 
of >; a ‘W ‘omen frequently ee ae ‘ Bec em er gee re ee es era a org Mey a ‘ Ne / mst Ape ae 
s ee ; ss : refer to oe a . ac la lat! SE ae ee awe Ee. ake on i 5 : > i aS sia ae 
res 1 Since | wae eS . ae 
me Pe as Be ee marae ce 33 eg Oe FU i eae é ( Pe, 
. ae . é ae ee fee Pa oa x 4 Pg. X r 
d ae oe ee 7 - e Let . mE ¥ eee ae : er 
& ‘ “a £ foe SR es sii ate 
4 2 Chee P ‘e 
a we . ae ae a a - ae 
we | ae id Pig a . tine 
If ing is effective.” or @ prime favorite " > 

R ~ . es ehiree ee ss sh ‘ with so - ; 
1e : mee iy CHESTER F Eye as = ee a heed , that Lester is well tae ts, i ie 

ae : how ; ‘ og ed si : ees eA He Be Ce ere corte el me ee . : 
al Hendrick -HENDRICK’ | =. ———s«LOUIS E. 1 : and favorably k Ege a p05 

ate Set ; 5 = Peale, 2 oe gee eae gt Pio Se ak me Soi eye ‘ 
| Hendrick Piano Co., San Fro lee eS & and favorably known.” © te a eae se 
i aor ne fad ranci B i ae? ‘ ; BP 5) oe eh ee ta ee eee ¥ ’ 
; Fs A ican ia ea S ae sco McClure & Pe Saeane * " : he A oRa Pa 2% ee mie ati gh es sige hy ‘ .= 
~ eer : Se a aes ee be sae se = i, Re Ee ‘ Dorwaldt, eats, Oe aa by c ‘ ran aoa ye See es Pat uae y| dole es So eae, MR a Ie re ees ‘ea ein agi 5 Be ge 
ot ' E, ae 2 gC ages. 4 pat a Est oS: heme by 7 Albany, . iy ae * ak f ey oO. PAGET President ee Regie os te i ons . - 7 Boars seat SO are ee nee gion re oe 
irs Sang aro apace ora baa aw % ’ * g * , eee Paley ware 4 : > & ee a ee re Bitte ss a - 
ig es : : ey. ee Ss sca te aly heen aa era el RR eal Saheim 7 ae ee 
a ‘ciid aren “e ce eer ee ee eee ee aie: C ompany, Seattle ee Pe angie Petree 
eo = ae ee fie = : ee aes athe voi gt Sa Seog "ee Re roan ba pe ‘ 28 ee | 
y; ee Pe Sie ee ete eee liga eat) 3 ; : aera ren nee es ee a aca ee pe: aN é : 2p 
d = - ale Bi ena i oe Be eas vig i ae oS oe ree, oe “~~ de 
peo oe oe Sie eee ee pan ne, ee Si : ; c eae oe ee Kui a ; aa 
Be i cole 2 ee _ ee "Nee See eee ee ee ese eee Poi kenge ee SER as Dera ee ae i. +2 eee A eee eo a ee Veet. ce” y = Sawa of ay 
or oe. 2 ne ae Be aa iuerae anes ee: eee eo eae Sy ee en Carel Cee ae ae, a ae ’ ae eit KS. aot. A mesa ew Pega ee" aoe eat: 
Pete, tes We Sie, Reo eee soa eg rece cat Se 3 eae et eae ar et SA ee ator he Re et eee ge i= Pere ee eye ah ME eh Ost alae (ee pee ney) ieee ti eee 
F ‘ Oye Bia oh ad : ipa ees oF et eee on i Wot eee Sn ie ores ee sls PM oe Santee wee Lee Pat Bary Sate Mee oc creel ry: <3 ioc eh ee eee ee eae eee ae eur Gay ween 
eat. oy # cai: eats | Res es ae ors aks ay Pe gee Seer oe ee he ee arta Poh. ea). emer ak ee .. fa se Poe ey tay Pas ee = 
ca: z ana aS pris aa i. eee cea a Re ie Sa ed Pian pe ae) ee eed ag ee fet il heey Pay a ee Bee ae oe : % Ree Pty a. ees ae 
. seta oF Bie 3 See Sere pene eae tern Sain a Piece. eS eg aor NE Ke So ee ae 
a Bi ii a UP RG. cpr ie, “au ee a . ra 
‘ tas a all ea, ca Ma Tye. eae Ae Ue ae ee oa eta 63 : 
S4 : : 5 EE A LE, Si: Saas ee a — f ~? a 
pre “4 * see Sa i ie sf, so eee: EER 2ePa ESTE : 2 oa aie 
mal : pt has oul ‘ ee iy ose Glare he 5 ae a Bhs pe Sie ' Bee Tee 
A pe : ‘ s : : 2% ress Soe Se ee " : any ay 
sa ee 2 ee Sk Oe es . : are ache ime diet pe Nae ee eee en) Ex . aL ee 
: We stag - ; Sete te ci ay pas rane ‘ Prat? fs a r We tee ae Pris 
j <b Sel eS i Pe : ‘ i he eng : ae : Mecca tl a 
i es 7 Bigat arse ts eae ¥ ‘ BERS, ane ie cee + ome = Se ae bs : 
pR aR Ups Saree ; : ees : \ ee SaaS 
Lene ve “as : kt 2 Ay ; eat . Pe hed b 7. - 35 eee 
; : PP « Cae mi SESS ot Sy eaeae Car ee Sok 7 eee 
ayers RAT Ly eben S Ete Soh ae pene: 
Be * 7 ig go: as $ 
- : f Wo, ae Be 


18 
Britain to Lift Ban 

on Magazine Paper; 
Newsprint Unaffected 


Lonpon—Great Britain on March 
1, 1950, will lift its ten year ban on 
new magazines. 

At that time, paper restrictions 
on magazines and periodicals will 
be removed. In addition to making 
possible new publication ventures, 
the ruling will permit existing 
publications to use whatever quan- 
tities of paper they desire—and 
can get. 

Since the present restrictions 
have been in effect, numerous pub- 
lishers of marginal publications 
have found their properties greatly 
increased in value, primarily be- 
cause they carried a “paper allo- 
cation.” 

Removal of controls on paper ap- 
plies only to magazines and peri- 
odicals. Newsprint consumption 
will continue to be regulated. 


Antara Names O'Connell 


Antara Products, General Ani- 
line & Film Corp., has appointed 
R. T. O’Connell Co. as agency for 
its bulk detergents, Carbonyl] iron 
powders and Chat. House of J. 
Hayden Twiss formerly had the 
account. Biow Co. handles Ansco 
and Ozalid for General Aniline & 
Film, and L. E. McGivena & Co. 
has the company’s institutional ad- 
vertising. 


Lantigen Drive Opened 


Lantigen Laboratories Ltd., To- 
ronto, has opened a new campaign 
for Lantigen “B,” oral vaccine for 
the relief of catarrh, sinus infec- 
tion, bronchitis and colds, using 
full-page newspaper copy featur- 
ing testimonials. The drive will 
be stepped up after the first of 
the year. E. W. Reynolds Ltd., To- 
ronto, has the account. 


PIONEER HONORED—Harold E. Fellows, 
general manager of CBS’ Boston outlet, 
WEEI, places a 25-year service crown 
on the head of Ralph J. Mathewson, 
transmitter engineer who pulled the 
switch that started WEEI’s first radio 
beam in 1924. The ceremonies were 
held at the fourth annual dinner of 
WEEI’s Fifteen Year Club, which now 
boasts 18 members. 


Special Discount Offered 


American Builder has announced 
a special rate for color bleed 
spreads. Effective immediately, ad- 
vertisers who contract for 12 such 
spreads, run consecutively within 
one year, will be charged $1,100 
per insertion or $13,200 per year 
(the b&w rate). Only qualification 
to the offer is that the color must 
a] a standard American Builder 
color. 


Publisher Incorporates 


Pikes Peak Lithographing Co., 
Denver, publisher of Colorado 
Wonderland, has incorporated. 
Principals include Raymond E. 
Roberts, Mr. & Mrs. Edward H. 
Morast, Donald F. Davis and Har- 
old A. Lumsden. 


Levy Joins ‘Il Progresso’ 

H. H. Levy, formerly with H. 
H. Levy Inc., has joined the ad- 
vertising staff of Il Progresso Italo- 
Americano, New York. 


Testimonials Used 


in Schenley Drive 


New YorkK—Schenley Distribu- 
tors is now featuring testimonials 
by nationally known celebrities in 
consumer copy. 

The campaign is based on indi- 
vidual portrayals of each celebrity, 
plus multiple-testimonial ads, re- 
peating portraits and endorse- 
ments used in preceding weeks. 

Large-space ads are running in 
400 newspapers, in national maga- 
zines and business papers, through 
Biow Co. The campaign features 
Negro celebrities for Negro maga- 
zines and newspapers. 

Newspaper copy has been sched- 
uled in every state where testi- 
monials are permitted. 


Norge Names Jones Agency 
for Premium-Type Campaign 

Norge Division, Borg-Warner 
Corp., Detroit, has appointed Duane 
Jones Co., New York, to handle 
advertising for the entire line of 
Norge home appliances. Campbell- 
Ewald Co. formerly serviced the 
account. 

The agency announced that it 
will apply packaged goods tech- 
niques as traffic builders for 
Norge’s appliance business, and 
that Norge advertising will be 
geared to a retail level. 


Leacock to Cairns Agency 


Leacock & Co., linen importer, 
has named John A. Cairns & Co. 
as its agency. The account was 
with Lawrence Boles Hicks Inc. 
where it was serviced by Lansing 
Moore. Mr. Moore moved to the 
Cairns agency with the account. 


Banner Joins Fred Waring 


Robert Banner, formerly on the 
NBC Chicago television production 
staff, has joined the Fred Waring 
Organization. 


THE SOUTH BEND 


ket of 157,000 people. 


this two-city market. 


TWO CITIES ~ SOUTH BEND AND 


MISHAWAKA — ARE THE HEART OF 


The city of Mishawaka begins where the city of 
South Bend ends. They are separated only by a 
street. The two cities form a single, unified mar- 


Be sure to count both cities when you study 
this market. It makes a big difference. Here's 
how: in 1948, South Bend ranked 90th in the 
nation in food sales, with a total of $36,129,000. 
But when Mishawaka’'s 1948 food sales are added, 
the total becomes $45,385,000 —and South Bend- 
Mishawaka jumps to 69th place! A similar pic- 
ture is reflected in all other sales categories in 


Don't forget, either, that South Bend-Misha- 
waka is only the /eart of the South Bend market. 
The entire market includes over half-a-million 
people who spent more than half-a-bi//ion dollars 
on retail purchases in 1948. 


And only WSBT covers a// of this market. 


MARKET 


WSBT duplicates its entire 
schedule on WSBT-FM —at 


no extra cost to advertisers. 
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Home Building Booms; 1949 
Set Record of Million Units 


WaASHINGTON—Home building is 
still a booming industry. During 
1949, builders started an all-time 
record of more than _ 1,000,000 
housing units. Despite this pro- 
duction, according to the National 
Association of Real Estate Boards, 
sales of new homes are still steady 
in well over half the cities of the 
country, even increasing in about 
20% of them. 

Real estate boards report a ready 
market for $8,000 to $10,000 homes. 
Style note: The dining room is van- 
ishing, basements are skipped in an 
increasing percentage of construc- 
tion, kitchens are smaller, and 
closet space is increasing. 

Though the dining room is van- 
ishing, the manufacturers of din- 
ing room furniture are still safe. 
The dining room set fits into a 
corner of the living room. 

The “ranch type” house is a 
favorite in a third of the 513 cities 
studied by real estate boards. Cape 
Cod or colonials predominate in a 
fifth of the communities and, con- 
trary to the national trend, base- 
ments are increasingly popular in 
New England, the middle Atlan- 
tic states and the east north central 
states. 

e @« @ 

National Association of Real Es- 
tate Boards reports that congres- 
sional lobbying investigators have 
visited its office, but Rep. Frank 
Buchanan (D., Pa.), lobby com- 
mittee chairman, says there are 
no conclusions to be drawn. Bu- 
chanan says his staff is accumulat- 
ing “how-to-do-it” data on lobby- 
ing. He claims he is more inter- 
ested in plugging gaps in the lob- 
by registration lav. than in pros- 
ecuting special interests. 

e e« @ 

American Automobile Associa- 
tion and its member clubs were 
on the short end of a Supreme 
Court ruling Monday which strips 
them of tax exemption they have 
enjoyed for many years. The court 
backed up a Bureau of Internal 
Revenue ruling taking the auto as- 
sociation out of the “club” bracket 
for tax purposes. Internal Revenue 
says towing, road service insur- 
ance and other services offered by 
the association in recent years have 
put it into competition with pri- 
vate business. 

e e« © 

Don’t expect any lightning ac- 
tion from the Senate when it re- 
turns on Jan. 3. First item on the 
agenda, margarine tax repealer, is 
expected to set off a seven to ten- 
day filibuster. Just behind it is 
fair employment practices legis- 
lation which could tie the chamber 
up definitely. 

The oleo tax repealer is some- 
thing to watch. At least half a 
dozen senators are planning to 
append amendments reducing or 
eliminating wartime excise taxes. 
With Commerce Secretary Charles 
Sawyer openly sympathetic, retail 
groups are beginning to discuss 
excise tax repeal in terms of 
“when” rather than “if.” 

e e« @ 

Congress reassembles on Jan. 3. 
In a period of 10 days it gets “the 
state of the union” message, the 
federal budget and the economic 
report. These three documents 
blueprint the administration pro- 
gram for the year ahead. From 
then on, it is up to Congress. 

At this writing it appears certain 
that Congress will pass a new so- 
cial security law. It will discuss 
home financing for moderate in- 
come families and the need for 
legislation to stimulate investments 
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Sale ha ies eta 


By STANLEY E. COHEN, Washington Editor 


in new business. Compulsory 
health insurance will never get be- 
yond the talk stage in 1950, and 
Taft-Hartley Law repeal will be 
saved for the fall campaign. 

e e« @ 

Trade and consumer buying 
power for every county in the 
U.S. and its major possessions are 
pointed up in a series of reports 
released by the Commerce De- 
partment Wednesday. Based on 
returns for January-March, 1948, 
filed with the Social Security Ad- 
ministration, the series gives the 
number of establishments, em- 
ployment and total payroll by 158 
industry classifications for each 
county. “County Business Pat- 
terns” range in price from 15¢ to 
55¢ per state from Commerce field 
offices or the Superintendent of 
Documents, Government Printing 
Office, Washington 25, D. C. The 
entire set of 50 bulletins is $10.75. 

e e« @ 

The fight against transit radio 
here may not be over, although 
on Monday the Public Utilities 
Commission here ruled that FM 
in buses and streetcars doesn’t ob- 
struct safety and does improve the 
conditions under which the pub- 
lic rides. The so-called “Transit 
Rider’s Association” is threaten- 
ing to go to court. 

But more important: The Fed- 
eral Communications Commission 
may decide to enter the arena. 
There’s a theory floating around 
FCC to the effect that broad- 
casters may be “surrendering” 
control of their stations when they 
enter into contracts which give 
streetcar companies any say over 
the type of material which goes 
over the air. 


Appoints Committee to Study 
Newspaper Taxation 


A committee on federal taxation 
headed by R. A. Kortmann, con- 
troller and treasurer of the St. 
Paul Dispatch, has been appointed 
by H. B. Crump, president of the 
Institute of Newspaper Controllers 
and Finance Officers. Assisting 
Mr. Kortmann are: Robert A. 
Sherwood, Detroit Evening News, 
and Carl T. Koester, Des Moines 
Register and Tribune. 

The committee will review and 
make recommendations regarding 
all federal tax developments in- 
volving the newspaper business. 
It will issue reports to members as 
developments warrant. 


Symonds, MacKenzie Ups Ely 


J. Morse Ely has been named 
vice-president and has been mae 
a partner of Symonds, MacKenzie 
Advertising Agency, Chicago. Mr 
Ely, who joined the agency in 
August, was formerly an account 
executive in the Chicago office of 
Buchanan & Co. 


Adams Joins Prelle Agency 


Edwards G. Adams, formerly 2°- 
count executive of Fuller & Smi h 
& Ross, Cleveland, has joined 
W. Prelle Co., Hartford, Con ., 
agency. 


CUT RISING COSTS IN 
ADVERTISING PRODUCTIO 


Ye CRAFIINT 


DOUBLETONE 


Drawing Papers 
with the hidden shading screens . . . Tints 
that are instantly “brought up” with the 
application of developers. Finished art con 
have two tones of gray plus black and white 
and still reproduce as straight line work. 
WRITE TODAY for pattern chart and infor- 
mation. Available at your dealer or direct. 


THE CRAFTINT MFG. COMPANY 
~. 1615 Collamer Ave., Cleveland 10, Ohio 
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MORNING 


EVENING 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 


Spokane Daily Chroniéle 


SPOKANE, WASHINGTON 


FOR MORE SALES IN THE 
PACIFIC NORTHWEST 


The Pacific Northwest is one of the brightest spots in the 
nation, but there’s more to it than just the coastal regions. 
There’s the big inland buying market which lies between the 
Cascade Mountains on the West, the Rocky Mountains on the 
East, the Canadian Selkirks on the North and the Blue Moun- 
tains of Oregon on the South. Rich in natural resources, rich 
in buying power, the Spokane Market produces and buys 


more than any strictly city market of a half million. 


The Spokane Market, although the very heart of the 
Pacific Northwest, is a separate and distinctly different market 
— a market in which you'll want to “dig deep” — if you want 
more sales in the Pacific Northwest. To firmly entrench your 
product in the buying habits of prosperous Spokane Market 
residents there’s no equal for the dominating influence of 
The Spokesman-Review and Spokane Daily Chronicle. These 
two long-established daily newspapers have the coverage 
and the readership to do the job alone. Are they on your list? 
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Combined Daily 
CIRCULATION | 


Now Over 


150,000 | 
81.84% UN-duplicated 


SUNDAY 
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59% of Department Stores Will Use TV 


in 1950, Arndt Agency Finds in Study 


PHILADELPHIA—-About 59% of re- 
tail stores in 35 television markets 
are now advertising via television 
or plan to do so before the end of 
next year. 

A survey made among retail 
stores in these markets by John 
Falkner Arndt & Co., and pub- 
lished in the agency’s own pub- 
lication, “Results,” indicates that 
41% of the retail stores are actual- 
ly using television for advertising 
purposes now; 8% have discontin- 
ued television but will resume in 
1950; 10% never used television 
but are making plans to start next 
year; 6% discontinued it and will 
not resume in 1950, while 35% 
of the retailers have never used 
television and will not start in the 
near future. 


@ The Arndt survey included 
stores in 70% of the television 
markets, since 54 markets actual- 
ly are covered by this new me- 
dium. More than 74% of the stores 
sampled were in the $10,000,000- 
and-over sales bracket, 12% were 
in the $2,000,000-$10,000,000 brack- 
et, and the sales volume of the re- 
maining 14% is not known. 

Even though only 59% of these 
stores are making future plans to 
use television, actually 83% have 
experimented with it. Of this to- 
tal, 50% of the stores queried ex- 
perimented for one year or long- 
er, 33% less than a year. 


TUPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 
TAPE— HUBER BLDG. — YORK, PA. 


Complete programs and spots 
are by far the most popular with 
leading retailers throughout the 
nation. Arndt found that 59% of 
the stores interested in TV will 
sponsor programs, 50% will use 
spots, 17% want participation 
shows, and 14% haven’t decided. 
This total exceeds 100% because 
nearly three-fourths of the stores 
plan to purchase two or three types 
of television time. 


ws Retailers were asked in this 
survey what types of television 
helps they would want from their 
resources. 

More than 56% of the retailers 
want case histories of successful 
television advertising by other re- 
tailers; 53% ask for 42-second film 
commercials allowing for store 
identification at both ends; 46% 
request 12-second film commer- 
cials; 46% want suggestions on how 
to demonstrate products on tele- 
vision and 33% want a cooperative 
network show. Other retailers say 
manufacturers should share time 
costs on advertised products. 


Issues Press Directory 


Farrell Publishing Corp., New 
York, has issued its third edition 
of “The Working Press of the Na- 
tion.” The reference guide lists 
key editorial personnel of daily 
newspapers, news services, radio 
and television stations, newsreels, 
feature syndicates, and news mag- 
azines. The directory, which sells 
for $15, including supplements, 
was edited by Herbert Muschel. 


WHLI Appoints Flanagan 


Eugene L. Flanagan, formerly a 
free lance radio script writer, has 
been named an account executive 
of WHLI and WHLI-FM, Hemp- 
stead, L., I. 


Advertising Age, December 26, 194: 


The Eye and Ear Department 


This Department, every time one of the famous Hamilton 
Watch Christmas-time ads has appeared, has envied the Creative 
Man. But no longer. For this year those ads have been brought 
to life on TV—and they are far, far better (as Sidney Carton 
might say) than even the published ads. 

This Department, reading them from year to year, has always 
felt they should be accompanied by music—and now they are. 
The TV version is enormously sentimental, but also surprisingly 
real—which tempers the sentiment and keeps it from simply 
being sloppy. The commercial starts with no mention of the pro- 
duct whatsoever. Simply a man, an ordinary Joe, sitting down to 
write a Christmas card to his wife. He feels he should say more 
than just “Merry Christmas.” So, 
he has never said. (Supposedly, the whole BBDO staff made 
notes of the things they had never said to their wives when the 
first ad was written. The result may have proved them one of 
the most neglectful bunch of married men in the agency business, 
but it also made superbly human copy.) 

Once Joe starts to write the things he has never said, there are 
flashbacks which bring his recollections to life. Still no men- 
tion of the product. Almost five minutes of this—by which time 
any male listener with even an ounce of blood in his veins 
is saying, “I’m a heel. My wife is just like that. What can I 
give her to make up for all my forgetfulness?” Then, and only 
then—at the psychological moment—is Peggy shown receiving 
a Hamilton. You find it hard to recognize, through the tears, 
just what kind of watch Peggy is getting, but fortunately she 
lets you in on the secret. No plug for the watch. No features. 
No shockproof. No nothing. In fact, no need for anything. For 
by the ‘time this commercial ends, nothing you could give your 
wife would quite equal a Hamilton. 

The Eye and Ear Department nominates the Hamilton TV com- 
mercial the finest and most intelligent of the year—for, aside from 
the powerful sell in it, it does something else. It says—and this 
needs saying in an overly commercialized world—that what one 
gives isn’t half so important as why one gives. 

Hamilton, take a bow. You, too, BBDO. 


as in the ad, he writes the things 


Appoints Donald McLauchlin 
Donald S. McLauchlin, former- 


Assets Reach $3,000,000 


Television Fund Inc., open end 


ly advertising manager of the Cel-| investment company formed last 
lophane division of Canadian In-| October, reports that net assets on 


dustries, Montreal, has been 
named general supervisor of ad- 
vertising of Trans-Canada Ajir 
Lines, Montreal. 


12 months a year 


AIBFLYTE Construction 


means More Miles per Gallon 
«" Marke 


a —— 


General Outdoor Adv Co. 


a 


COVERAGE. All Nash boards reach 
Nash prospects — make new ones, 
too. No other medium has such 
complete coverage every day of 


the year. Send for the facts, they 


* Covers 1400 
leading cities 


and towns 


tell how General Outdoor’s pote7t 
coverage fits your budget. General 
Outdoor Advertising Co.,515 South 
Loomis Street, Chicago 7, Illinois. 


Oct. 31, 1949, were $2,780,795, as 
compared with $274,983 a year 
earlier. As of Dec. 5, 1949, net as- 
sets were $3,035,469. Chester D. 
Tripp, fund president, in his an- 
nual report said that “the surface 
has only been scratched” in the 
electronics industry, “and new de- 
velopments now unforeseen will be 
as or more startling than anv 
achievements of the past.” 


Thompson to Hotpoint 


Delbert Thompson, formerly 
with the advertising department of 
Maytag Co., Newton, Ia., has been 
appointed sales promotion man- 
ager, home laundry division, Hot- 
point Inc., Chicago, effective 
Dec. 31. 


Concentrates Take 
Third of Florida's 
Citrus Crop: Newton 


GAINSVILLE, FLa.—More tha: 
one-third of the state’s 1950 citru 
crop will go into concentrates, fo 
which the demand is “increasin; 
tremendously,” according to Daw 
son Newton, advertising manage 
of the Florida Citrus Commission 

Outlining the commission’s ad- 
vertising and public relations ac- 
tivities before the University of 
Florida chapter of Alpha Delta 
Sigma, professional advertising fra- 
ternity, Mr. Newton declared that 
production of citrus concentrate 
has soared from 1,000,000 to 25.,- 
000,000 gallons in two and a half 
years. 

Frozen concentrates, said Mr 
Newton, have created new users of 
Florida citrus, whose ranks have 
already been increased by 38%. 
Advertising of the frozen product 
also has increased the sale of fresh 
oranges, he added. 


ws The commission’s major need is 
a brand name for citrus shipped 
from the state and “the best brand 
name is Florida,” he said. The 
commission plays that up by ad- 
vising consumers: “If you can’t 
come to Florida, buy a package of 
Eg 

Basic theme of the commission’s 
national advertising this year is 
the claim that Florida is “nature’s 
treasure chest of health and sun- 
shine.” The commission uses na- 
tional magazines, an extensive 
schedule of daily and weekly 
newspapers, and more than 40 
trade publications. 

The commission considers its 
“influence market” equally as im- 
portant as the consumer segment, 
Mr. Newton said, and maintains as 
close contact as possible with the 
150,000 physicians, thousands of 
hospitals and hundreds of medical 
groups and institutions throughout 
the country. 


York Corp. Promotes Two 

Raymond K. Serfass, formerly 
industrial sales manager, North 
Atlantic district, York Corp., York, 
Pa., has been appointed assistant 
general sales manager of the corp- 
oration. Alvin N. Barnes Jr., sales 
engineer in the New York office, 
will succeed Mr. Serfass as indus- 
trial sales manager, North Atlantic 
district. 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-ective buyershi) 


HAIRE readership is sell-ective buyershiy 


That’s why, when you advertise in a specific Haire Merchandising 


Magazine, you know that you're reaching men and women interested 


in buying your product. Know, too, that you're reaching them when 


their interest is highest—when they're reading about vital trends and 


developments in their own specific field. 


We ti AIRE Specialized Merchand ising Publication 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDIS!! > 
CROCKERY AND GLASS JOURNAL * LINENS AND DOMESTICS ® CORS * 
AND UNDERWEAR REVIEW * INFANTS & CHILOREN’S REVIEW * 


HANOBAGS AND FASHION ACCESSORIES 


* LUGGAGE @ LEATH * 


GOOOS * NOTION & NOVELTY REVIEW * COSMETICS @ TOILETR! * 


HAIRE PUBLISHING COMPANY +1170 BROADWAY + NEW YORK 1, NEW YOFA 
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Advert 


Says A. C. EBBESEN 


Advertising Manager 


WILLIAM JAMESON & COMPANY Division 


Seagram-Distillers Corporation 


ee 
I rely on Advertising Age to keep me posted each week on 


important advertising and sales developments; the statistical report- 
ing, especially, is often of great value to me. I page through the 
publication upon receipt to get a quick resumé of what is going 
on, then backtrack and read completely such items as are of par- 
ticular interest to me. In my estimation, Advertising Age occupies 
a unique spot in the advertising media field — as may be evidenced 
by the fact that I have been a regular subscriber ever since the first 


issue appeared.” 


Dissecting 


A. C. EBBESEN 


“Since you only live once, do what you want to do right now — or you never will.” 
That has been A. C. (“Skipper”) Ebbesen’s life-long philosophy, and its prac- 
tical application has led him to do the following: Ship out as a deck-swab . . . 
study art ... become a surveyor . . . bark like a dog on a radio program . . . edit 
the Automobile Blue Book . . . take up lithography . . . sell maps . . . serve for 
eight years as assistant general manager east of the Mississippi for Orange Crush 

. manage a Broadway theater . . . almost become a doorman in an admiral’s 
uniform ... run a radio station in Newark . . . and, finally, “go to work.” Since 
1940 he has been with William Jameson & Company, first as assistant to the presi- 
dent in charge of advertising, and later, when the company was absorbed by Sea- 
gram, as advertising manager of the William Jameson Division, Seagram-Distillers 


Corporation. 


. \FCC Appar 
‘to Widen Video Band 
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Fairbanks Offers New 
‘Low-Cost’ TV Films 


Three-Camera System 
Helps Trim Budgets, 
Producer Declares 


HoLLywoop—Both lowered costs 
and improved results were cited as 
major advantages last week of an 
exclusive three-camera system per- 
fected by Jerry Fairbanks Inc. for 
the production of television films. 

Jerry Fairbanks, executive pro- 
ducer of the Hollywood company, 
said the carefully-tested technique 
“now makes it possible for tele- 
vision film producers to compete, 
from a budget standpoint, with 
kinescope-recorded shows.” 

By operating on a mass produc- 
tion basis..and effecting savings 
throughout the process, Fairbanks 
said, filming of shows now can be 
handled at costs comparable to 
those of kinescoped programs. 


a “The new system, in many in- 
stances, will add only $1,000 to 


m™ the over-all price of the average 


$6,000 to $7,000 budget show,” he 
said. “In instances where an entire 
series can be filmed on a mass 
production basis, the cost per unit 
may fall below the price of a live 
production.” 

Fairbanks is quoting a $2,500 
price for filming a half-hour pro 
gram, but the price tag is vari- 
able, depending upon the type of 
show and production involved. The 
first program filmed by the new 
method, Charles Dickens’ familiar 
“A Christmas Carol,” was shown 
last week. That half-hour presen- 
tation, although it required many 
special effects and lighting, was 
shot in one day, Fairbanks de- 
clared. 


w The filming technique utilizes 
three or more 16mm Mitchell cam- 
eras which can be operated simul- 
taneously in recording three or 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


more different angles of a scene 
and getting long, medium and 
close-up shots at the same time. 
Heretofore, separate camera set- 
ups have been used to get the same 
results. 

With the Fairbanks system, a 
picture may be photographed in 
continuous action, including cuts 
from one camera to another, thus 
making it possible, Fairbanks in- 
sists, to film some half-hovwr pro- 
grams in as little as 30 mirutes. 

“During the shooting Cc tests, 
we have found that the new tech- 
nique promises to cut previous pro- 
duction schedules by approxi- 
mately 500%,” Mr. Fairbanks said. 
“ ‘Nocturne,’ . half-hour musical 
telecast weekly by KNBH in Holly- 
wood, was completely filmed in 
ra little more than three hours. Ma- 
jor studio schedules for the same 
type of filming would be from ten 
days to two weeks. Before the de- 
velopment of our three-camera 
system, we would have planned on 
a minimum of three days to ac- 
complish the same thing.” 


s Twenty-six months of research 
and experimentation went into 
perfection of the system. One of 
the major technical problems 
solved was the development of a 


(marking device to “sync” the pic- 


ture and sound tracks. A device in 
each camera puts a “sync” mark on 
the action film when the camera 
is up to speed; a similar device on 
the sound recorder exposes a line 
or lines on the sound film, identi- 
fying the cameras in operation 
throughout the scene. 

The sound film thus becomes 
the key to the cutting and insert- 
ing of all scenes shot by the dif- 
ferent cameras. 

A second major problem solved, 
said Fairbanks, was the develop- 
ment of cameras by Mitchell that 
could follow focus at all times, and 
a viewfinder that would give cam- 
eramen the exact image in the ex- 
act focus that was being recorded 
on film. 

The i6mm cameras travel on 
specially-made three-wheel dollies 
that allow the camerman to follow 
the action in any direction. 


gs Fairbanks also developed a fas- 


TV PRODUCTION SPEED-UP—Using the new Jerry Fairbanks inc. 
technique, three cameras (at the left) simultaneously film a 
scene for the TV presentation of ‘A Christmas Carol.” The same 


production system is 


time. 


employed (at the right) for “Nocturne,” in 


making the master shot and individual close-ups at the same 


ter, more efficient stage operations 
technique and production system. 
Under the new :vstem, the pro- 
ducer said, “every detail is com- 
pletely planned in advance” and 
production scripts are prepared for 
every technician and player. 

“Sets and decorations for the en- 
tire screenplay are constructed and 
dressed in advance,” he continued. 
“The cast, which has rehearsed on 
another stage, is prepared to run 
through the entire story just as 
they would for a stage piay. All 
lighting is ready and each and 
every camera movement planned 
long in advance on paper. 

“One rehearsal is held on the 
stage. Its purpose is to give the 
camermen the practice of execut- 
ing what has been planned for 
them. The entire scene is then 
filmed, with the three cameras get- 
ting the various angles and long, 
medium and close-up shots. 


me “The average scene under our 
new system runs many times 
longer than the average scene 
photographed under the old meth- 
od. Rarely is the footage under five 
minutes and seven to eight min- 
utes is the average. In some in- 
stances, when a minimum of sets 
and complicated action is called 
for, 30 minutes of finished film can 
be shot in 30 minutes.” 


*Through the distribution of : 
National Service Life Insurance Refunds. 


In addition, Mr. Fairbanks 
pointed out, lighting time is saved 
and “in many instances there is 
no loss of production time at all 
as every set is pre-lighted.” 

The new technique permits the 
filming of live programs simul- 
taneously with actual telecast of 
the show. Special 1,200’ magazines 
were developed for the cameras, 
and special Eastman Kodak film 
rolls have been prepared for that 
type of work. 


ws Tests have proved that the sys- 
tem “provides far superior light- 
ing, sound and clarity of picture 
than the best kinescopes made to 
date,” Fairbanks claims. The com- 
pany alternated in a sample reel 
footage from one of its tests and 
footage from a kinescope of the 
same show, and “the difference is 
startling, especially when seen on 
a closed circuit.” 

Ultimate aim of kinescope re- 
cordings is to obtain a quality com- 
parable to film; “realization of this 
goal is still many years away and 
current kinescoping leaves much 
to be desired,” he said. 

With the Fairbanks method, it 
was pointed out, a video star can 
do an entire series in Hollywood, 
Chicago or New York. 


ws While costs of live TV programs 
are “most unpredictable,” Fair- 
banks said, movie producers have 
long operated under a system of 
firm bids and contract budgets. “A 
year ago sponsors felt that film 
costs were too high,” he said. “To- 
day, the same sponsor who ex- 
amines the true cost of his live 
programming will find that film 
prices compare favorably—very 
favorably when our new filming 
technique is kept in mind.” 

That claim can be supported, he 
said, by examining budgets of 
some of the New York live pro- 
grams. 

“The ‘Philco Playhouse,’ for in- 
stance, is charged approximately 
$2,500 for a ten-hour camera re- 
hearsal, $1,412 for a 15% miscel- 


;}}laneous station overhead, $450 for 
'|film effects, and $1,000 for kine- 


scoping,” he declared. 


a “The Hartman program, a half- 
hour situation comedy show of 
modest production, includes in its 
budget $1,250 for a five-hour cam- 
era rehearsal, $760 for the station’s 
15% overhead, and $500 for kine- 
scoping. All of these expenses 


would be saved if the program 
were filmed on our sound stages 
with our exclusive three-camera 
technique.” 

Fairbanks’ $2,500 average price 
includes use of the stage, camera- 
men, assistant director, electricians, 
sound recorders, editors, etc., and 
any standing sets(not the construc- 
tion of new ones). The sponsor 
furnishes the cast, story, musicians, 
props, etc., and gets the negative 
and a print of the finished pro- 
duct. 


Stretch Now Full 
Owner of ‘Camden 


Courier-Post’ 


CAMDEN, N. J.—Harold A. Stretch 
Sr. has become full owner of the 
Camden Courier-Post. 

In May, 1947, Mr. Stretch, for- 
mer advertising director of the 
Philadelphia Inquirer, and at that 
time president of the American 
Newspaper Advertising Network, 
acquired control of the Evening 
Courier and the Morning Post here 
on a five-year lease and option 
from the Philadelphia Bulletin, 
which had purchased the Cam- 
den dailies along with the old 
Philadelphia Record from J. David 
Stern in February, 1947 (AA, Feb. 
10 and May 12, 1947). 

Last Sept. 9, Mr. Stretch merged 
the two Camden papers under the 
new name of the Courier-Post. 


United Compares Air Fares 


United Air Lines has launched 
a special advertising drive in seven 
major eastern and midwestern 
cities with 420-line newspaper 
copy devoted to comparisons of rail 
and air fares since the recent east- 
ern rail fare hike. The drive is 
based on a survey which indicated 
that 80% of the persons inter- 
viewed believe air fares are higher 
than rail-Pullman tariffs. United 
“intends to tell the public the 
facts.” 


Crown Poultry to Klein 


Crown Poultry Co., Columbia 
S. C., has appointed Walter J 
Klein Co., Charlotte, to direct its 
advertising. Bulk of the budget wil! 
go to radio promotion. 


Sunday Edition Started 

The Colorado Springs Free Press 
owned by the International Typo- 
graphical Union, on Dec. 4 begar 
publishing a Sunday edition ir 
standard size. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION __ 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 
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Creative Selling 
Is Greatest Need, 
Builders Advised 


New YorK—Creative selling at 
the point of sale is the vital need 
in most industries today, Arthur 
A. Hood, editor of American Lum- 
berman, told a group of building 
industry and advertising repre- 
sentatives here. 

Pointing out that freedom of 


Richmond Promotes Farrar 


Cecil W. Farrar, director of 
sales promotion, has been named 
vice-president and general man- 
ager of sales of Richmond Radia- 
tor Co., New York, an affiliate of 
Reynolds Metals Co. 


Mixtone to Tilds & Cantz 


Tilds & Cantz, Hollywood, has 
been retained to direct the adver- 
tising of Mixtone Products Co., 
Los Angeles, manufacturer of food 
and ice cream stabilizers. 


Y&R Promotes Poland 


George H. Poland, account exec- 
utive in the Toronto office, has 
been named manager of the Mon- 
treal office of Young & Rubicam. 
He will continue as an account 
executive. 


Hoover Boosts Hattersley 


John Frank Hattersley, vice- 
president in charge of production, 
has been named executive vice- 
president of Hoover Co., North 
Canton, O. 


To DeMunn & McGuiness 


DeMunn & McGuiness, Chicago, 
has been named to handle the ad- 
vertising of Val-A Co., manufac- 
turer and distributor of farm sup- 
plies, and Insured Investment As- 
sociates, both in Chicago. 


Gas Group Sets Conventions 
American Gas Association will 


hold its 1950 convention in At-| 


lantic City, Oct. 2-6, 1950. The 
1951 convention has been sched- 
uled for Oct. 15-18 in St. Louis. 


| 


SEL L 


Put your sales message on signs that 


ore talked about 
PAINTED DISPLAYS . 
CHOICEST LOCATIONS « 


ond 


remembered 
NEON SIGNS 


STERLING NEON SIGN CO. 


2706 Collingsworth 


Heuston 11, Texes 


SPECTACULAR SIGNS ‘BY 


STERLING 


choice means that there will al- 
ways be somebody choosing not 
to buy, Mr. Hooc declared that 
without creative selling by man- 
ufacturers, advertising men and 
retailers, business expansion would 
be impossible. The greatest ob- 
stacles to sales growth, he said, 
are lack of knowledge and initia- 
tive at the retail sales level. 

Lumber dealers’ sales this year, 
he said, are off 15% and their 
profits are down 40 to 60%. The 
reason for the decline in profits, 
he suggested, is that when sales 
fall off, price cutting starts. In 
several metropolitan markets, he 
said, lumber is being sold at near- 
ly f.0.b. mill prices. 


a The building industry, Mr. Hood 
said, has a sales volume of about 
$20 billion a year, divided about 
equally between heavy industrial 
construction and home and farm 
construction. 

In the latter category, he said, 
there is a deplorable lack of crea- 
tive selling at the consumer level, 
and insufficient advertising. 

“There is altogether too little 
advertising to support the market,” 
Mr. Hood declared. “The light 
construction industry spends only 
about .5% on consumer adver- 
tising, as compared with 2% spent 
by department stores. 

“Trade publication advertising is 
and should be more than just a 
source of what and where-to-buy 
information. Nearly every adver- 
tisement today contains informa- 
tion vital to the adequate training 
of retail sales people and execu- 
tives.” 

Mr. Hood emphasized that “con- 
sumer advertising of building 
products must be supplemented 
and complemented with dealer ad- 
vertising, or maximum results 
cannot be had.” 


O. E. Everett Named 
to New ‘McCall's’ Post 


Oliver E. Everett, for 23 years 
with McCall’s in its advertising 
and promotion departments, has 
been named to 
the newly-cre- 
ated post of mag- 
azine coordinator 
for McCall’s. 

Mr. Everett 
joined McCall’s in 
1926, was assist- 
ant promotion 
manager for two 
years, and for the 
past 20 years has 
been a member 
of the New York 
sales staff, han- 
‘ling food and drug accounts. 


Oliver Everett 


l recision Film Names Agency 


Precision Film Laboratories, 
‘ew York, subsidiary of J. A. 
faurer Inc., has appointed J. M. 
ickerson Inc. to handle its ad- 
\ertising. The account, including 
Lasiness papers and direct mail, 
vas formerly handled direct. 


I'l Opens Elizabeth Plant 


International Printing Ink di- 
\ sion of Interchemical Corp. has 
tansferred all ink-making equip- 
nent and production from _ its 
E-ooklyn factory to the new IPI 
p ant in Elizabeth, N. J. 


K rkby Names Wallace 


J. Guthrie Wallace, formerly ac- | 
cunt executive with Ronalds Ad-| 
Vcrtising Agency, Toronto, has 
% en appointed sales promotion 
manager of W. T. Kirkby Ltd., To- | 
rcato printer. | 


Selling in Washington State? 


Here’s “Must Reading” 


For You! 


EASY-to-read . 


this up to the minute digest of 
facts about the Tacoma market is 
important reading for every sales 
and advertising executive 
ested in selling Washington State. 


Send for your free copy—today. 


. . easy-to-file. .. 


Send for Your Free 
Copy: Today! ~ 


inter- 


FIRM 
ADDRESS 


CITY 


Tacoma 1, 


a” 


Tacoma News Tribune 


Washington 


ZONE 


STATE 


Please send me my free copy of ‘Think Twice about Tacoma." 
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| British Publisher 


24 Ad: 


You Ought toKnow. . 


The many readers of “White Col- 
lar Zoo” have found about every 
office type in it, except one, which 
might have been captioned, “Man 
in Next Cubicle, has a good job in 
the agency and 
also a lucrative 
sideline.” This 
wasn’t an impor- 
tant omission, 
since such types 
are rare. But 
Clare Barnes Jr., 
Benton & Bowles 
operative and au- 
thor of “White 


Clare Barnes Jr. 


from his B&B associates on when 
he’s going to chuck the agency 
mill and retire with his riches. 
The answer to this is obvious 
enough, upon a realistic examina- 
tion of Barnes’ accomplishment. 
First, he knows that his zoos may 
be a temporary craze, which don’t 
figure to compete with Central 
Park for long. Again, he has hit 
on a literary form which, once the 
idea is established, takes relatively 
little time to package. Each of his 
first two books has contained less 
than 1,000 words of copy. Per- 
haps most important, he has built 
up an agency career over 20 years. 


Agency Men at Christmas 


The week before Christmas, the agency guy 

Sits back and relaxes, a twink in his eye, 

Let the butcher, the baker, the candlestick maker 

Rush to haul in the lucre, for he’s not partaker. 

Last summer with temperatures torrid and soaring 

T’was he wrote the ads from which business is pouring. 

With his clothes damp from moisture, his mind drugged with 

heat, 

He sizzled in torment the deadlines to beat. 

And though in the summer his spirit was surly 

He’s glad that those mags all had deadlines so early. 

As tones of gay carols ring through the chill air, 

He silently hums—then starts tearing his hair. 

With Scotch and with rye he’ll alleviate pain, 

As he shivers, and maps out the summer’s campaign. 
MARIAN MILLs, 
Triangle Advertising Agency, 


Makes Awards for 
Aid to Importers 


New YorkK—Awards were given 
to the National Retail Dry Good: 
Association, for its work in pro- 
moting store sales of British pro- 
ducts, and to the National Council 
of American Importers, for its as- 
sistance to importers of Unitec 
Kingdom commodities, at a recep- 
tion at the Advertising Club here 

The awards were made by Frank 
C. Millington, head of the Milling- 
ton Publications, London and New 
York, in the name of his forthcom- 
ing publication, The Dollar Mar- 
ket. 


Collar Zoo,” is 
about ready to Clare Barnes Jr. It makes sense when he says, Chicago. In an address explaining the na- 
qualify. with obvious sincerity, “Advertis- ture of the awards, Mr. Millington 
Published last July, Barnes’ first | ing has been good to me, and I in- cited Julius Wile Sons & Co. (im- 
“Zoo” has been selling at a sales| tend to stick to it.” _ | porter and distributor) and Robert 
clip of from 10,000 to 12,000 a He was working on a cigaret ac-| Weeks, editor of The Atlantic,|/S. Taplinger & Associates (public 
= Advertising has been good to| count which was planning a cam-|has said that Barnes’ use of|relations) for promoting Pimm’s 


week, and has just about hit the 
500,000 mark. His second, “Home 
Sweet Zoo,” was out in December 
and has now gone into five print- 
ings, totaling 300,000 copies. As 
well, Bell Syndicate has peddled 
blocks of the first to about 50 
papers, and is continuing with the 
second. 

Just on the book sales alone, at 
a dollar a copy, Barnes has made 
an interesting amount on the basis 
of a 10% royalty. And there is no 
reason to think he’ll stop here. 


@ Having neatly made the parallel 
between animal types and their 
counterparts in the office and 
home, Barnes will probably extend 
his zoological approach to other 


Clare Barnes, and he has done well 
by it. Born in Boston, he went to 
Yale. Apart from contributing some 
drawings to the Yale Record, his 
undergraduate days were fairly 
undistinguished. A member of the 
class of 1929, he descended on New 
York that year with a few sketches 
and an ample supply of letters 
of introduction to influential peo- 
ple. 

The influential people, as some- 
times happens, didn’t account for 
any offers and Barnes got a job 
with a total stranger, delivering 
drawings at $10 a week, well with- 
in the traditional limit for the start 
of a success story. A further ex- 
planation of this was that Barnes 
and the crash hit New York almost 


paign based on animal pictures, 
and there were several hundred 
around from which to choose. 

As the group in the agency were 
going over the pictures, they got 
kidding about how this or that 
one resembled someone in Ted 
Bates & Co. After so much of this, 
Barnes suddenly decided there was 
a book in it somewhere—dquite ac- 
curately as it developed. 


s He hurriedly got together more 
pictures, frantically wrote captions 
over the weekend, whipped over 
to Doubleday the following Mon- 
day and the publishers grabbed it 
at once. So, with little more than a 
weekend of work, Barnes began 
his rewarding association with 


pictures and captions may mark 
a new kind of literary expression. 
Pleased but somewhat baffled by 
this, Barnes says “there was noth- 
ing really new in the use of ani- 
mal pictures and, having worked 
in an office for 20 years, and been 
married 15, the two books natural- 
ly suggested themselves.” 

He points out in passing, also, 
that his “White Collar” book could 
be any office, and was not intended 
to lampoon agencies or any other 
place in particular. He has never 
written a book before but doesn’t 
care to be included with those who, 
having been nourished by a cer- 
tain job for some time, turn and 
lambaste it with a best-seller. Such 
writers, Barnes believes, were 


cup as an outstanding example of 
stimulating the sale of British pro- 
ducts in this country. He also com- 
mended Cecil & Presbrey for its 
campaigns on behalf of the British 
Overseas Airways Corp. and the 
British Tourist Bureau; and the 
London Press Exchange for its 
Irish Linen Guild campaign. 

The Millington publications 
have just completed a survey of 
American market possibilities for 
British goods and services. Among 
papers in the group are the London 
Shopping News and Far East 
Trade. 


Packard Names 18 Zone 
Promotion Managers 


fields. It is conceivable, though 
unlikely, that his “Zoo” books may | together. zoos (though he had looked at| probably no great shakes on the ee Motor Car on has ap- 
: ir’ h nds of pictures before se-| job to begin with. pointe zone promoion man- 
go on like Upton Sinclair’s Lanny thousa nee - agers to “counsel and assist Pack- 
Budd. s Barnes got his first agency job|lecting the 73 which appear in lard dealers on the problems con- OBLIV 
All of this inevitably burdens|at Compton in 1930, where he/| “White Collar Zoo’’). ; @ Barnes lives in New York City nected with effective sales man- never 
Barnes, as he says, “is going/ with his wife and two children. A| agement, adequate sales man- offices. 


Barnes with constant questions 


1F YOU WANT 
SELLING 
COPY 


® use an experienced ® 


* MAIL ORDER ° 
ADVERTISING AGENCY 


“ARTWIL COMPANY 
22 W. 48 St., New York 19 


Plaza 7-1355 


worked for Gordon Aymar. Show- 
ing plenty of ability, Barnes was 
pulled out of the bull-pen in short 
order by Aymar and, though still 
a stripling, made assistant art di- 
rector. From then on Barnes has 
had a succession of art director- 
ships. He was with Compton for 
five years, then joined Arthur 
Kudner when that agency was 
formed, and stayed eight years. He 
was at Kenyon & Eckhardt for a 
year, at Ted Bates & Co. for four 
years, and joined Benton & Bowles 
as art director about a year ago. 
Barnes was at Ted Bates when 
he came up with the idea which 
became 1949’s hottest best-seller. 


along just as before.” In his clut- 
tered office at B&B, he still worries 
about tints of purple on cereal 
boxes in an ad, how far to shift 
this block of copy, and whether 
the type is right. This is his real 
job and he bears down on it as 
usual. 

In any case, the sale of his books 
hasn’t made him a celebrity, in the 
usual sense. Being the sort of 
books they are, the “Zoo” tomes 
offer natural promotional angles, 
without having to rely on a build- 
up for the author. And, apart from 
appearing on some of the local 
radio and television interview 
shows which feed on newly found 
names in the news, Barnes as a 
personality hasn’t been exploited 


slight, dark fellow, with a wonder- 
ful sense of humor, his hobby has 
been sketching and working in 
water colors. And it still is. Neither 
his routine in the office or at home 
has altered much. 

This preoccupation with zoos, 
however, has given Barnes one ac- 
quisition which has both pleasant 
and unpleasant sides—something 
called “a tax problem.” Barnes has 
no idea how much he'll realize 
from it all at this point. 

“TIT hope,” he says somewhat 
wistfully, “it’s enough to fix up 
our place in Martha’s Vineyard a 
little.” 


Date Set for Radio Meet 
Ohio State University will hold 


power and productive sales pro- 
grams.” 

Karl M. Greiner, vice-president 
and general sales manager, said 
the new managers will give Pack- 
ard “even closer contact with its 
dealer body and bring to the fac- 
tory a fresh, current field view- 
point.” 


Miller Opens Research Concern 


Robert Lee Miller has formed 
Robert Lee Miller & Associates at 
704 Dallas Ave., Houston, to spe- 
cialize in advertising and mar- 
keting research. Mr. Miller for- 
merly had his own advertising 
agency in Washington and was 
executive vice-president of the 
National Affairs Counselors Inc., 
Washington public relations con- 
cern, which he organized. 
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‘HUDDLE—Citrus sales went under discussion at a presentation luncheon of True 

Story Women’s Group when Ervin Grant (left) and William Wilkinson, account execu- 

tives of Foote, Cone & Belding (West Coast), swapped ideas with Russ Eller, ad 
manager of California Fruit Growers Exchange. 


PUZZLED—Edward H. Weiss, president of Weiss & Geller, and Mrs. Loyal Davis, a 

leader in the Chicago Community Fund campaign, find it hard to pick winning entries 

in a photographic competition sponsored by the Chicago fund and open only te 

members of the Chicago Press Photographers Association. Mr. Weiss contributed $500 
to be used as cash prizes. 


OBLIVIOUS—Bill Maloney, director of publicity, Batten, Barton, Durstine & Osborn, 

never stopped dictating to secretary Jo Tramontano during repairs on the agency’s 

offices. Also unaffected by the din was Jim Fitzpatrick (lower left), publicity pro- 
duction assistant. 


NEW SPONSOR—Alden James, advertising director of P. Lorillard Co. (seated), 

discusses the “Dr. |. Q.” program with Allan C. Anthony, announcer; Lew Valentine, 

the “Doctor”; and John J. Tormey and Ted Long, account executive and radio director, 

respectively, of Geyer, Newell & Ganger. Embassy assumes sponsorship of the pro- 
gram over ABC Jan. 4. 


OR T-DAY—Mayor Jack White of San 

ntonio (left) and Hugh A. L. Halff, pres- 

lent and general manager of WOAI- 

’, first video outlet in central and 

southern Texas, display the mayor’s proc- 

mation marking Dec. 11 as T-Day in 
San Antonio. 


AGENCY OPEN HOUSE—When Walter McCreery Inc. moved into 
new quarters at 9344 Wilshire Blvd., Beverly Hills, over 500 mem- 
bers of the ad fraternity turned out for the open house marking 
the occasion. Among the visitors was this smiling group: Haan Ty- 
ler, general manager, KFI-TV; Mary Jane Lewis, choreographer 


PRESENTATION LUNCHEON—Mrs. Grace Plant of General Mills’ 
public service department received a $250 gift certificate on 
Saks Fifth Ave. as third grand prize winner in the Cosmo Quiz 
contest. Left to right are Gordon Morrison, assistant media di- 


WEST COAST WINNER—Beverly Hackett is congratulated by the 
donor, George W. Kleiser Jr., on having won the George W. 
Kleiser Jr. Medal Award for the best outdoor advertising design 
in the San Francisco Annual Exhibition of Advertising Art. ‘Doc’ 


of the Ice Follies; Walter McCreery, president of the agency; 
Mrs. Walter McCreery; Dick Smith of Smith & Bull, the other off- 
shoot of the former Smith, Bull & McCreery agency; Mrs. Harry 
Koplin, a former Miss America; and Jack Kimball, West Coast 
representative of Woman’s Home Companion. 


rector, General Mills; James Fish, advertising manager, GM 
home appliances; Sam Gale, vice-president, advertising and pub- 
lic service, General Mills; Mrs. Plant; Frank Hunton, Cosmopoli- 
tan; Gordon Hughes, director of market research, Genera! Mills. 


Ge 


Gregory, (left), account executive of Foster & Kleiser Co.; Bob 
Beaumont, Foote, Cone & Belding; and Fred Tredway, ad man- 
ager of Southern Pacific Railroad, watch the ceremony. The win- 
ning design, for Southern Pacific, is in the background. 


the model 


CHILLY?—Helen 
chosen by the National Association of 
Ice Industries as “Miss Ice Centennial.” 
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Step Up 


Negro Market Drives 


Special Research and 
Negro Sales Aides Are 
Employed by Companies 


By MAURINE CHRISTOPHER 


New Yorx—America’s 15,000,- 
000 Negroes, often referred to as 
the most undersold group of con- 
sumers in the country, in 1949 have 
been the target for meny aggres- 
sive advertising and merchandising 
campaigns. 

Expenditures by national adver- 
tisers in Negro media this year may 
reach $2,500,000—a gain of $500,- 
000 over 1948. This figure does not 
include allotments for sales pro- 
motion and merchandising, which 
many companies emphasize when 
making specialized appeals to the 
market. 

Advertising linage gains are due 
to old customers such as Philip 
Morris & Co., which has long rec- 
ognized the value of cultivating the 
market, and new appropriations by 
advertisers who have hitherto es- 
chewed Negro media. 


s Standard Oil Co., Philip Morris 
and Schenley Distillers have dem- 
onstrated for years, through rising 
sales to Negro customers, the ad- 
visability of having at least a few 
Negroes to represent them in Negro 
areas. Recent months have found 
more and more advertisers emu- 
lating their tactics in an effort to 
get a share of $10 billion spent 
annuilly by Negroes. 

When Seagram-Distillers Corp.’s 
sales began to decline in Negro 
sections, Joseph Christian, former 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
OUSINESS of) FARM 
PAPERS | Pe 


GENERAL 
APERS. PR MAGAZINES 


343 So. Dearborn St., Chicago 4— 


advertising manager of Our World, 
Negro picture magazine, was hired 
as a national sales representative 
and given the assignment of re- 
versing the trend. Practically all 
leading distillers, like the major 
cigaret companies, have Negro per- 
sonnel on the road today. 


# American Tobacco Co. carried a 
heavy Lucky Strike schedule in all 
24 Audit Bureau of Circulations 
Negro newspapers this year for the 
first time in its history. 

Notable among the year’s cam- 
paigns was that of Pepsi-Cola Co., 
which ran a series of ads on “lead- 
ers in their fields,” featuring such 
newsworthy names as Dr. Ralph 
J. Bunche. 

Copy for this drive, which was 
directed by Edward F. Boyd, a 
Negro, and sales manager of spec- 
ialized markets for Pepsi, did not 
say that Dr. Bunche drank Pepsi- 
Cola, but the implication was ob- 
vious. The series ran in major Ne- 
gro papers, in correlaiién with a 
campus series in magazines. 

Another indication that big bus- 
iness is becoming more aware of 
the importance of this portion of 
the American market, Harry D. 
Evans, sales manager of Associa- 
ted Publishers, reports, is the “rise 
in the number of requests for mar- 
ket and media data by important 
accounts and their agencies.” 


s Associated Publishers, which 
represents 24 Negro newspapers, 
including the Afro-American chain, 
says its papers are running about 
17% ahead of last year in total 
linage. Biggest single spender is 
Schenley. 

Other noteworthy clients: Sea- 
gram; Plough Inc.; National Dis- 
tillers; Lever Bros. (which waited 
some years to follow Procter & 
Gamble into the market, but 
plunged in for several products in 
1948); Fleischmann Distilling 
Corp.; Philip Morris; General Mo- 
tors (Chevrolet division); Beech- 
Nut Packing Co. (in this year for 
the first time) ; Colgate-Palmolive- 
Peet Co.; P&G; Continental Oil Co.; 
General Baking Co. and Ford Mo- 
tor Co. dealers. 

By categories, leading national 
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Dry Proofing 


A major cause of defective plates found in high 
speed color rotary printing is “dry” proofing. We are 
not guilty of this practice because we adhere to every 
specification required by publishers. 


Process Plate 
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COMPETITION—Pet Milk’s quad series in Negro newspapers and magazines was fol- 
lowed by Carnation’s entry into the market. In magazines last year, Carnation is 
scheduling a newspaper drive for 1950. 


advertisers in Associated Publish- 
ers’ papers in 1948 were: (1) Li- 
quor and distilled spirits; (2) cig- 
arets and tobacco; (3) cosmetics, 
soap and soap products; (4)- pro- 
prietaries, and (5) clothing (mail 
order). 


s William G. Black, sales mana- 
ger, Interstate United Newspapers, 
which represents more than 100 
Negro papers and 22 independent 
radio stations which tailor their 
shows with Negro listeners in mind, 
reports: 

“Over-all advertising linage has 
increased about 10% in our papers 
during 1949, despite a drop in mail 
order copy. Our World, which we 
represent, along with the oldest 
Negro picture magazine, Color, has 
increased its advertising revenue 
by 400% this year. Our total list 
of national clients has gained 25% 
in the last 12 months.” 

The 21 Negro college and uni- 
versity newspapers which accept 
advertising also are handled by In- 
terstate. 


a Among products using the Ne- 
gro press for the first time, or with 
greater intensity this year, accord- 
ing to Mr. Black, are Griffin shoe 
polish, which now runs a summer 
and winter schedule; Seagram’s gin 
and Seagram’s 7 Crown, which 
have doubled their effort; Colgate 
dental cream, Pet milk, Carnation 
milk, Tums, Clapp’s baby food, 
Quaker Oats corn meal and hom- 
iny grits, and Borden’s Star Lac. 

These companies, no doubt, have 
been swayed by surveys showing 
the heavy readership enjoyed by 
Negro papers. In 1945 the Research 
Co. of America made a survey on 
this subject for the Afro-American 
group. 

In Washington the Afro-Ameri- 
can was read regularly or occasion- 
ally in 88.6% of all Washington 
Negro homes and in 96.9% of the 
top income group homes, Nearest 
competitor was the Star, which 
was read regularly or occasionally 
by 45.4% of the Negro population. 

In Baltimore the Afro paper was 
read by 82.7% of the Negroes. Next 
was the News-Post, which had a 
readership among 67.9% of the 
city’s Negroes. 


mw There is a growing tendency 
among white papers to give some 
sort of coverage to social news of 
their Negro readers, but Negroes, 
for all practical purposes, still de- 
pend on their papers to tell them 
who, among their friends and ac- 
quaintances, has married, had a 
baby, or died. For this reason, if 
for no other, Negro papers are 
read by practically every member 


of the family—and then frequently 
passed on to a friend or neighbor. 

Still forced in some instances to 
get most of their revenue from 


circulation, the 155 Negro weeklies 
and semi-weeklies charge up to 
15¢ per copy. Two of the Negro 
dailies, Atlanta World and Knox- 
ville Monitor, are published in the 
heart of the southland. The third 
is the Dayton Express. 

One of the major problems con- 
fronting any advertiser, who wants 
to know how his products are do- 
ing with Negro customers and how 
he can ‘better his standing in the 
eyes of the “tenth American,” is 
the lack of up-to-date, complete 
data on the market. 


s Apparently the only study made 
nationally on the market was han- 
dled by Research Co. of America 
in 1946 for Interstate United News- 
papers, This covered a sample of 
5,000 families in 28 cities. 

David J. Sullivan, Negro re- 
searcher, consultant and agency 
man, has spent a great deal of his 
time crusading for better, more 
thorough information on the mar- 
ket. Mr. Sullivan, who has fre- 
quently been called in as an ad- 
viser when companies plan to 
make a big pitch to Negro con- 
sumers, believes a national over- 
all study of the buying habits of 
U.S. Negroes would pay off 
in dollars and cents for Negro 
media. . 

“The great majority of advertis- 


ing agencies act on the assumption 
that since the Negro market is an 
English-language market, they can 
reach Negro consumers with the 
same impact as they do other buy- 
ers through their regular sched- 
ules,” Mr. Sullivan said. “Research 
doesn’t back up this theory. The 
fact is that advertisers, who depend 
heavily on radio, need only to look 
at set ownership figures among 
southern Negroes to realize they 
are missing a !ot of potential cus- 
tomers.” 


w One of the major merchandising 
stories of the year in the Negro 
market is that of Distisales, a new 
research organization, which has 
been hired by Seagram distributors 
to help them do a better job of 
selling the Negro buyer. 

Last spring Distisales made a li- 
quor survey in Baltimore—a fav- 
orite test city for the Negro mar- 
ket since its approximate 1,000,000 
population is 20.98% Negro, and 
since it is considered to have both 
northern and southern character- 
istics. This study showed that the 
Negro population of Baltimore ac- 
counted for 44% of the total dis- 
tilled spirits sales in the city. 

Distisales emphasizes that this 
means there are “fewer complete 
abstainers within the Negro popu- 
lation than among whites. The Ne- 
gro market represents a high con- 
sumption market, but remember, 
this refers to the market, to the 
higher percentage of users, and not 
to the individual consumption.” 


m The survey also indicated, ac- 
cording to Leo Rost, president of 
Distisales, that the “Negro cus- 
tomer is the most difficult for the 
retailer to switch at the point of 
sale.” Other findings: 

(1). The rise and fall of brand 
popularity spreads from the Negro 
market to the white market. (“It 
is difficult to analyze the reasons 
for this phenomenon in whisky 
marketing, but its significance 
should not be overlooked,” Mr 
Rost said.) 

(2). Negroes insist on an adver- 
tised, prestige brand. This holds 
true for gin, too, since the Negro 
is “traditionally a gin drinker.” 

More than a research organiza- 
tion, Distisales is a kind of trouble 
shooter for declining sales in Ne- 
gro markets. If, as was Seagram's 
case in Baltimore, a company 
seems to be losing out with Negro 
customers, Distisales dispatches 
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at Buffalo’s New Car Buyers 
: . - - Use the Courier-Express 


Ms es @ In 1948 the Courier-Express carried over half of al! 


national automotive linage in Buffalo. It has led in thi; 


classification for six years . . . proof that it sells new car:, 
tires and accessories. You, too, reach Buffalo buying power 


more economically in thi: 
favorite morning and Swi 
day newspaper. 
Remember, your dollar 
buys greater impact in the 
Courier-Express on the far 
ilies with more money ‘0 


spend. 
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With this Feminine Quartette 
NORTH CAROLINA COLLEGE the 
theme song is 


Like these premy co-eds, Pepsi is tops 
ip popularity. Just one reste of Pepsi's 
greater quality will ceil you why 


JUNE COUNTER. SPT — sterile. excitement Twontoy— thursday toning your ABC viet: 


PRESTIGE—This kind of magazine copy, 

together with its “leadership” campaign 

in newspapers, has given Pepsi-Cola a 
big following in the Negro market. 


Ray Wilson Guild Jr. to the scene 
to investigate. 


e Mr. Guild, the first Negro to 
make the varsity football team at 
Harvard in 35 years, goes armed 
with a new slidefilm produced to 
show pitfalls to avoid when deal- 
ing with Negro retailers. He, and 
other Distisales representatives, 
make a thorough study of the area 
to find out how each salesman 
is rated by the retailers they visit. 

Is the salesman talking down to 
Negro proprietors? Is he trying too 
hard to be friendly, or has he 
learned to be relaxed and normal 
with Negro retailers? 


a In many areas to which Mr. 
Guild has been assigned, he has 
advised the hiring of Negro rep- 
resentatives. That has been done 
with Seagram wholesalers’ staffs 
in Baltimore, New Orleans, Louis- 
ville, Chicago and the Georgia, 
South Carolina and Florida ter- 
ritories. Upon request, Mr. Guild 
has interviewed applicants and ad- 
vised wholesalers on the hiring of 
these Negro salesmen. 

When training a salesman for 
the Negro market, Distisales ad- 
vises: (1) Call him Mr. or by his 
first name, according to local cus- 
tom; (2) treat each Negro person 
as an individual; be friendly; (3) 
talk on a level with him; (4) treat 
the selling employes (bartenders, 
waitresses, etc.) as important indi- 
viduals; (5) give him specific sug- 
gestions for improving sales. Help 
with installation of window dis- 
plays and posters. 


ws Distisales’ research and sales 
promotion activities for the liquor 
ndustry have included similar as- 
signments for Teachers Scotch, 
Hennessy cognac and Don-Q rum. 
Branching out into the drug field, 
he company recently has been 
vorking with Anahist on its cam- 


IF YOU USE CAR CARDS 
Send for FREE Sample . 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE _ 


_ CAR-CARD HOLDER) 


-- CARDISPLAY CO. ue 
DO4 MARQUETTE AVE., MINNEAPOLIS, MINN. 


paigns for the Negro market. 

Brand loyalty among Negro buy- 
ers, who evidence a strong pre- 
ference for “prestige” products, is 
a trait which is emphasized by all 
authorities on the market. Follow- 
ing a rumor that General Motors 
was trying to curb the sale of Cad- 
illacs to Negro America, Ebony 
magazine ran an editorial explain- 
ing why Negroes go for the best 
and the most expensive: 


ws “Just as to white America the 
Cadillac is a sign of wealth and 
standing, so to Negro Americans 
the Cadillac is an indication of 
ability to compete successfully 
with whites, to maintain the very 
highest standard of living in this 
nation. To a Negro indulgence in 
luxury is a vindication of his belief 
in his ability to match the best of 
white men. It is the acme of dignity 
and stature in the white man’s 
world. 

“No matter what their economic 
status, Negroes have made it a 
part of their behavior pattern al- 
ways to buy the best and most ex- 


pensive items they can afford. 
They have gone in for brand names 
with established reputations, sur- 
vey after survey has discovered. 
“Long ago they found they could 
not live in the best neighborhoods 
or hotels, eat in the best restaur- 
ants, go to the best resorts because 
of racial discrimination. But in 
their own neighborhoods, luxuries 
have never had any restriction.” 


s William P. Grayson, eastern ad- 
vertising manager of Ebony, com- 
ments: “Repeated surveys have 
shown that the number of brands 
in use in Negro communities is 
very small, with the customers 
tending to concentrate on a few 
preferred leaders. Ipana and Col- 
gate are said to share 70% of the 
Negro market’s dental cream busi- 
ness. A Baltimore survey indicated 
that the overwhelming majority of 
Negroes in that city drink A blends 
of whisky.” 

The Negro customer’s preference 
for such products as Florsheim 


shoes and Stetson hats also is well 
established, he said. 


Ebony’s gross for this year— 
nearly $240,000—is running 51% 
ahead of 1948, which showed a gain 
of 100% over the preceding year. 

Mr. Grayson, like most other 
authorities in the field, believes 
advertisers have learned a great 
deal about selling the market. He 
suggests, however, that companies 
might avoid the negative approach. 


# “Sales promotions, which offer 
a free trip to a Florida resort or a 
leading New York hotel, are 
wasted on a substantial part of the 
market—Negro America,” he said. 
“Colored people never bother to 
enter such contests because they 
know they would be ineligible for 
a part of the prizes even if they 
won. 

“And there are still a few in- 
stances of advertisers talking down 
to their potential customers—an 
approach which is always resented. 
Some agencies make the obvious 
mistake of readapting copy for 
colored media by putting so-called 
Negro characteristics on the fig- 
ures in the illustrations.” 


May Revive ‘Campus’ 


Campus, which suspended pub- 
lication in September, because of 
“lack of working capital,” may 
be resumed in the near future, ac- 
cording to William Ryan and How- 
ard Lloyd, who formerly pub- 
lished the magazine for distribu- 
tion to western college students. 
Mr. Ryan is now operating Cam- 
pus Blotter Co., Los Angeles, and 
Mr. Lloyd is editor of World 
Trader, published by Intaco Corp., 
Los Angeles importer and ex- 
porter. 


Joins ‘Hotel Monthly’ 


Robert Z. Chew Jr., formerly 
with O. A. Feldon & Associates, 
Chicago, has joined the advertising 
_ of Hotel Monthly, Evanston, 


ALA 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
Co., Inc. 


DOUGHNUT HOLER...by push of plunger, _ 
saves cutting the dough batter by hand. 
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NUTS OR ONIONS ... chopped and — 
measured in one time-saving operation. 
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_ FANCY FORMER... cores and segments — 
pears or apples for eye-pleasing salads. j 


ops 


NON-SKID GELATINE MOLDS... stacks 
eight in the refrigerator, won't spill ordrip, 
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Glamour gadgets... 


Pe een Ne we SE Se 


Or SF’s 1,200,000 subscribers, a 
near million in the 15 Heart States 
earn an average yearly income that is 
easily 50% greater than the national 


es af 


add know-how to the kitchen, and chic 
to cookery, make the Mrs. feel like a 
French chef and food preparation seem 
like high adventure. 

The new functional aids to classy 
cuisine fit the Park Avenue penthouse 
and the slickest publications of the 
carriage trade... were sought out and 
spotlighted by SuccessFUL FARMING to 
save motions and minutes, and bring 
more leisure to the homemakers of the 
country’s best farm families. 

SUCCESSFUL FARMING is accepted 
as authoritative guide to better farm 
living...source book for smart fashions 
and fabrics, furniture arrangement, 
decorations, floor coverings, model 
kitchens, entertainment ...as well as 
the work manual of tested techniques, 
new crops, livestock improvement, 
and research developments which 
make farming a better business! 


farm average ...now have the living 
standards of their urban equivalents 
... constitute one of today’s best class 
markets, which give new merchandise, 
styles, ideas, and applications quick 
. For fulldata and 
detail, call any SF office 


acceptance and sale 


.». SUCCESSFUL FARMING, Des Moines, 
NewYork,Chicago,Cleveland,Detroit, 
Atlanta, San Francisco, Los Angeles. 


CUTS AND SERVES fancy cake in single 
stroke ...the piece size can beregulated. 


THREE TASK SAVERS ... handy for cutting 
butter, cheese, or French fried potatoes, 


eas 


BUNGHOLD FRYING PAN ... with unique 
leak-proof valve, drains off excess grease. 
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No. 3467. Why Southwestern Farm- 
ers and Ranchers Buy More. 

Pointing out that “open win- 
ters” in Oklahoma and Texas per- 
mit year-’round farming and 
year-’round buying, The Farmer- 
Stockman presents detailed statis- 
tics on income, bank deposits, 
tractors, trucks, electrification, etc., 
in a new booklet, “Spur Your Sales 
in the Southwest.” An unusual fea- 
ture is a 12-month calendar of 
farming activities, indicating best 
months for advertising of various 
products. 


No. 3468. The Big Farm Market 
for Canned Goods. 


Eighty five per cent of farm 
families use “store-boughten” cat- 
sup; 73% use canned vegetable 
soup; 78% use canned fruit juices. 
These, and many other revealing 
figures, are offered in a “Study of 
Packaged Food Products Con- 
sumed by Farm Families,” pre- 
sented by Farm Journal. The study 
shows percentages by item. Spe- 
cific brand information can be se- 
cured from any Farm Journal of- 
fice. 


No. 3469. Route List of Druggists 
in Long Beach, Cal. 

The Long Beach Press-Tele- 
gram offers a new route list— 
“Druggists of Greater Long 
Beach.” The booklet gives names, 
addresses, and buyers for 115 out- 
lets—independents, chains, sun- 
dries stores, hospitals, and pre- 
scription pharmacies—with whole- 
saler connections indicated. 


No. 3471. Classical Music Radio 
Audience Analyzed and Evalu- 
ated. 


Who listens to Bach, Beethoven 


and Brahms, and what do they 
buy? KSMO, San Francisco AM 
station programming classical mu- 
sic exclusively, offers a new “cir- 
culation” study of its listening au- 
dience, based on answers to 10,000 
questionnaires. Data include vo- 
cational information; TV, car, and 
home ownership; travel habits and 
other personal living patterns, as 
well as times listened to the sta- 
tion and entertainment prefer- 
ences. The study is called “Radio 
Circulation—How Come?” 


No. 3472. Spokane as a Market, 
and Test Market. 


In a new booklet, “The Spokane 
Sales Picture,’ The Spokesman- 
Review and Spokane Daily Chron- 
icle present the latest pictorial and 
statistical data on the Spokane 
area as a basic market, and as a 
test market. Subjects covered are 
population, industrial growth, elec- 
tric power from Grand Coulee, 
Columbia Basin Project, agricul- 
tural income, livestock, lumber, 
mining, retail sales, food sales, 
drug sales, general merchandise 
sales, media data and services to 
advertisers, and test market infor- 
mation. 


No. 3473. Thirty Thousand Furn- 
aces Needed in Iowa. 


An exhaustive survey, “Heating 
Opportunities throughout Iowa,” 
offered by The Des Moines Regis- 
ter and Tribune, indicates, among 
other things, that 30,000 new do- 
mestic heating units are presently 
required in the state, and that 70,- 
000 householders intend to buy re- 
placement parts. Fuels, types of 
heating, dealer positions, thermo- 
stats, and brand preferences are 
reported in detail. 


Note: Inquiries for items listed above will not be serviced beyond Feb. 6. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 


CITY & ZONE 


Readers Service Dept., ApverTIsING AGE 


Please send me the following (insert number of each item wanted) 


PPrerrrr treet tetris 


PereerrTirir eri teritete titties 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
— to you: A man with certain 

ighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agenc . mighty fine div- 
idends from a investment. Maybe 
this will suggest something to you— 
who knows? 


+ card discounts on multiple insertions 


HELP WANTED 


~~ ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 |} Chicago 


NEW YORK DISTRICT SALES MANAGER 
Starting at about $12,000 with at least 
$20,000 attainable potential. Publication 
is recognized leader in its industry and 
in its 27th year. Only men with proved 
productive space selling record should 
reply giving full details in first letter. 
Technical publication experience would 
be helpful. Our own organization knows 
of this adv. 

Box 2830, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 


DIRECT MAIL MAN WANTED 
By established publishing organization 
in the South. Must have record for pro- 
ducing results. Must be able to sell sub- 
scriptions, display and classified adver- 
tising and a directory through the mails. 
Progress in organization depends upon re- 
sults you produce. If you cannot produce 
results you won't stay. Salary commensu- 
rate with ability. Forward references, 
photograph and summary of past exper- 
ience. You will not be handicapped by 
what we think should be done. We don’t 
know enough about direct mail to in- 
fluence you. All we want is results! Job 
open immediately. 

Box 2855, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Missouri journ. grad, major in adv., re- 
tail, dir., national, radio, typography. 
Supplementary courses in Marketing. 
Seeks job with daily, magazine or agency. 
Age 23, married. Write R. L. Rushevsky, 
211 S. 8th St., Columbia, Missouri. 


TRADE JOURNAL EDITOR and pub- 
lisher’s assistant, knows advertising and 
promotion. Seeks editorial position on 
trade magazine, or in publicity depart- 
ment of advertising agency, or manu- 
facturer. ° 

Box 2840, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
College graduate. Aggressive for 
business. Known in Chicago district. 

Box 2851, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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POSITIONS WANTED 


~ OFFERS NATIONAL EXPERIENCE 
Young advertising and publicity executive 
now in top planning writing job for na- 
tional organization. Desires permanent 
assignment in Middle Atlantic Area as 
public relations manager or director of 
information. Present pay above $8,000 per 
year. Background of research and account 
work with 4-A New York advertising 
agency, major radio network, and national 
merchandising group. Married. Age 30. 
Box 2852, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ATTENTION SOUTHERN AGENCIES 
Do you need man with 8 years excellent 
experience in layout, lettering, finished 
art and production? Present position Art 
Director with medium size Southern 
Agency. Want to stay South. Salary $7,500. 

Box 2853, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Now you can run your Art Department 
as a business should be run 
PROFIT OPPORTUNITY OFFERED 
BY TOP-FLITE ART EXECUTIVE 
An Art Executive who has made out-of- 
the-ordinary contributions to some of the 
outstanding campaigns of recent years has 
a profit-making organization plan to offer 

a medium-sized agency. 
This plan offers more profitable opera- 
tion. It offers relief from detail of per- 
sonal management, proved ability to 
create campaigns organized along scientific 
sales-making principles, layouts that are 
“sales traps’, not mere designs. He will 
bring an organization, build one, or take 
over and train the present organization. 
He will gladly show case histories, and 
explain how “juggling” and guess-work 
can be replaced by “engineered’’ assur- 
ance in campaign building 

Box 2854, ‘ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS ce 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations. 
John Andrews 1504 Dodge, Omaha, Neb. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 


WILL GET RESULTS 


Advertising Age, December 26, 1949 


chandising man who 


Publishing Opportunity 


A leading publication in its field wants a mer- 


with flow of business through manufacturer, 
jobber, dealer channels. Must be able to put 
his thoughts on paper and enjoy contacting 


industry and making its problems his own. 


Please feel free to write, as interested individ- 
vals in our organization have been informed, 
and all correspondence will be held confiden- 


tial. Brief outline of experience requested. 


Box 7505, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 
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Pfaudler Appoints Four 
in Sales, Ad Departments 


Pfaudler Co., Rochester, N. Y., 
manufacturer of glass lined steel 
and alloy equipment, has appointed 
Donald A. Gaudion, formerly vice- 
president of the Kryptar Corp., 
Rochester, assistant to the presi- 
dent of Pfaudler in charge of sales 
and advertising. 

William H. Klee, formerly as- 
sistant sales manager, has been 
named general sales manager of 
Pfaudler Co. and vice-president of 
Pfaudler Sales Co. H. I. Edwards, 
formerly in the company’s New 
York sales office, has been named 
assistant general sales manager and 
Robert van Iderstine, formerly as- 
sistant to the general sales mana- 
ger, becomes assistant general sales 
manager. 


Joins Wesley Simpson 


Isabelle J. Buckner, formerly 
with Hirshon-Garfield, has been 
appointed assistant to Wesley 


Simpson, president of Wesley 
Simpson Inc., New York, custom 
fabrics. 


Opportunity 
Seeks Ad Man 


Substantial, long established 
mid-west advertising agency 
seeks a senior man of partner- 
ship caliber. Must be able to 
spread himself over several 
important accounts in admin- 
istrative and supervisory ca- 
pacity. In addition, he may 
assist principals in develop- 
ment of new business. Sub- 
stantial salary with no ceiling 
on future earnings. Potential 
opportunity a challenge to the 
best ability in the profession. 
The man for the job is prob- 
ably between 35 and 45 years 
of age with a record of suc- 
cessful achievement in direct- 
ing and developing sound ad- 
vertising. Curiosity seekers and 
those with less than top-flight 
experience please do not an- 
swer. All replies in strict con- 
fidence. Our own people know 
of this advertisement. 


Box 7508, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


WE WANT TO BUY 
AN ADVERTISING AGENCY 
@ The agency we seek now handles bill- 
ing between one and five million 
dollars. 


@ It is located in a market where it car 
further expand. 


@ We will purchase 100% or will con- 


sider purchase of majority interest. 


Box 7509 ADVERTISING AGE 
100°E. Ohio St. Chicago 11, Il! 


PUBLICATION MANAGER AND EDITOR 
Nationally Known—30 years’ experience 
Can take over complete management of one 
or several trade publications. Can direct all 
or any part of editorial, advertising, circula- 
tion, production, financial. Preferably avu- 
tomotive, petroleum or transportation field. 

Box 7506, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Los Angeles Advertising Agency 
would consider being West Coast 
office for larger agency. Connection 
could well be mutually profitable. 


Box 7507, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Colleges Undecided 
about Telecasting; 
Rehash It Jan. 14 


New YorK—Television is ex- 
pected to be one of the hottest sub- 
jects on the agenda of the National 
Collegiate Athletic Association’s 
convention here Jan. 14. 

Eastern College Athletic Con- 
ference has recommended that no 
TV contracts for university foot- 
ball be signed until the national 
meeting. The eastern colleges acted 
after a special video committee, 
which made a survey of member 
colleges, described television as a 
“potential threat to the financial 
structure of intercollegiate athlet- 
ics.” 

Pacific Coast Conference direc- 
tors also decided to postpone de- 
cisions on video until the New 
York session. A California study 
showed football attendance up in 
1949 in the northern—non-TV— 
portion of the conference. In Los 
Angeles, which has seven video 
stations, gate receipts were down, 
United Press reported. 


a Big league baseball’s annual 
winter meeting in New York 
has produced much talk, but no 
apparent action, on radio and vi- 
deo. Broadcasting innovations are 
expected next year. One concrete 
proposal has been made to both 
leagues by Mutual Broadcasting 
System, which offered to carry a 
game-of-the-day broadcast during 
next year’s regular season to be fed 
only to minor league and non- 
baseball cities. 

Baseball TV contracts in New 
York, at least, already have been 
set, with sponsors and _ stations 
lined up for the three local teams. 


WEBW Promotes Baker 

Roger Baker, commercial man- 
ager, has been promoted to assist- 
ant to the president of WKBW, 
Buffalo. 


Graceman Moves Offices 


Edward Graceman & Associates, 
Hartford agency, has moved its of- 
fices to 983 Main St. 


Good Job 


Good Future 
FOR ABLE 
COPY MAN 


An important and prosper- 
ous Midwest agency —an 
agency, in my opinion, of out- 
standing ability and vision — 
has an opening for a crack 
copy man who is ready to step 
into a position of authority 
and leadership. 

Salary to start: $10,000 (the 
equivalent of more than $15,- 
000 in Chicago or New York). 
Chance to grow: unlimited. 

Age requirement: Not under 
27 or 28, not over 45. Person- 
ality requirement: Ability to 
get along with and inspire the 
agency's present copy group 
—plus ability to win liking and 
respect of clients. 

Under contemplated ar- 
rangement, | will serve this 
agency as a visiting senior 
copy consultant. The man we 
seek will work under my gen- 
eral supervision. Working to- 
gether, | am sure we can doa 
great job for this strongly- 
»stablished Midwest agency. 
end full details to me at 
santa Fe, N. M., P.O. Box 1193. 


-AMES D. WOOLF 
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Tries New Ad Policy 


Universal-International is ex- 
periment.ng with an advertising 
approach that may result in a re- 
vision of the company’s basic ad- 
vertising policy. Learning that 
many potential movie patrons 
were not being reached by ads in 
newspaper movie pages, the com- 
pany ran a two-column ad on 
“Bagdad” in the main news sec- 
tion of the Chicago Sunday Trib- 
une. Results were so_ successful 
that the company plans similar 
run-of-paper ads on its forth- 
coming productions. 


Joins American Furniture 


Jo Levy has joined the copy- 
writing staff of American Furn- 
iture Co., Denver, succeeding Jean 
O’Neil, who resigned to become 
copy chief of O’Neill Department 
Store, Akron. 


KRMG Appoints Lane 

Frank S. Lane, formerly with 
KTOK, Oklahoma City, has been 
appointed sales manager of KRMG, 
Tulsa. 


General Motors Gives Details on Plan 
to Give Discounts on ‘310,000 Parts’ 


Detroir—General Motors Corp. 
has announced modification of its 
replacement parts distribution plan 
to provide greater availability of 
parts to the 16,318,000 users of 
General Motors made cars and 
trucks. 

W. F. Hufstader, GM vice-pres- 
ident in charge of distribution, said 
that the new plan, effective Jan. 
1, provides for an _ overriding 
wholesale discount for GM car 
and truck dealers and distributors 
on GM parts sold at wholesale. 

This discount will be effective 
on all of approximately 310,000 
parts handled by GM dealer out- 
lets with the exception of those in 
the lines carried by the United Mo- 
tors Service, AC Spark Plug and 
Packard Electric Divisions. 

“We are confident that our re- 
vised parts distribution plan will 
enhance the service we are pro- 


viding GM car and truck users in 
every section of the country,” Mr. 
Hufstader said. 

“It should increase the distri- 
bution of General Motors factory- 
engineered parts to the _ inde- 
pendent garages who repair a con- 
siderable number of GM vehicles 
by providing an incentive for the 
GM dealers to increase their 
wholesale business with these out- 
lets.” 


Appoints Bensignor 


M. E. Bensignor, New York, has 
been appointed as the exclusive 
/merican representative of Bib- 
liografia Medica Internacional, 
published monthly in Mexico City. 


Grey Resigns Schnefel 


Grey Advertising Agency, New 
York, has resigned the account of 
Schnefel Bros., Newark, N. J. 
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Pallin To Gray Mfg. Co. 


Richard D. Pallin, formerly 
with Richmond Radiator Co., has 
been named advertising director 
of Gray Mfg. Co., Hartford. The 
company, which recently appointed 
Erwin, Wasey & Co., New York, 
to handle its advertising, has 
moved its adveriising department 
from Hartford to 521 Fifth Ave., 
New York. 


Heublein Appoints Scott 


G. F. Heublein & Bro. Ince., 
Hartford, Conn., has appointed M. 
D. L. Scott, formerly sales pro- 
motion manager, to head the com- 
pany’s newly formed public rela- 
tions department. 


PrLG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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SUBWAY SERIES — 


HUMAN INTEREST situations make these 21 by 22-inch 
transportation posters do a stand-out selling 
job for Bond Bread in New York City subways. 
Striking full-color photographs are reproduced 
in life size or larger. The product and sales 
message are strongly featured at the top of the 
cards to assure quick brand recognition among the 
220,000,000 people who use the subways each month. 


CHRISTMAS CLASSICS im 


THE SENTIMENTAL "To Peggy" and "To Jim" Christmas 
advertisements of Hamilton Watch Company are on 
the way to becoming a tradition. First run in 
1940, they attracted appreciative letters from 
all over the world. Repeated in 1941 and 1948 
with illustrations brought up to date, they 

drew an equally impressive response. For 1949, 
"To Peggy" advertisement gets two-page space, 


NEW YORK 
MINNEAPOLIS 


* BOSTON * BUFFALO * 


* SAN FRANCISCO * 


swt 


CHICAGO 
HOLLYWOOD 


WHEN PAGES like this in The Saturday Evening Post 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 


Advertising 


* PITTSBURGH 
* DETROIT 


* CLEVELAND 
* LOS ANGELES 


iia 


sold out a large part of the Taylor Instrument 
consumer line at Christmas 1947 and 1948, Taylor 
had no superstition about betting on the same 


winning horse again this year. 


Taylor advertising, 


prepared by BBDO Buffalo, helps make Taylor mean 
"Accuracy First" not only to householders but to 
industries from oil refineries to milk plants. 


AMERICAN MIRROR 


PORTRAYING SIGNIFICANT but little-known events in 
America's history and contemporary life, "Cavalcade 
of America" (Tuesdays, NBC) has been unique among 
radio programs since 1935. Sponsored by the Du Pont 


Company, it utilizes talents 


of leading stage 


and screen stars to dramatize the lives of people 
who have made America great. Pictured is Director 
John Zoller, with actress Dorothy McGuire. 
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Slash Federal 
Research Bill, 
Council Urges 


Industry Would Gain By 
Step, Open New Jobs, 
Patent Council Holds 


Gary, Inp.—The National Patent 
Council suggested last week that 
the federal government could stim- 
ulate more private investment in 
industry by “sharp curtailment of 
the $2 billion now being spent by 
government on research.” 

The council’s view was presented 
in a brief report, one of a series it 
has issued in a campaign to pro- 
tect the country’s patent system. 
Council members include many 
smaller manufacturers. John W. 
Anderson, president of Anderson 
Co., Gary manufacturer of automo- 
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tive accessories, and also head of 
the American Fair Trade Council, 
is president of the Patent Council. 
Before the war, said the council, 
private enterprise financed about 
two-thirds of the nation’s research. 
“Since the war,” it added, “govern- 
ment has financed about three- 
fourths of all research.” 


ws Government figures show that 
the research budget was only $20,- 
000,000 in 1920, but that the gov- 
ernment had boosted its spending 
to $50,000,000 in 1938, the council 
declared. In 1944, it said, Uncle 
Sam spent $700,000,000, exclusive 
of atomic research. 

“Attorneys for the council report 
that as of January, 1949, the gov- 
ernment owned approximately 1,- 
056 patents, of which 672 had a 
commercial application, while the 
smaller figure of 384 seemingly 
had been classified for national de- 
fense,” the council said. 
“Manufacturers are not greatly 
interested in government-owned 
patents which are available to 
anyone who seeks a license. To in- 
troduce a newly invented product 
requires capital for advertising and 
other exploitation. To induce man- 
ufacturers to take such chances 
requires patent protection from 
copyists.” 


a With Mr. Anderson leading op- 
position to the bills in congress- 
ional committee hearings, the 
council successfully opposed pass- 
age of various measures which 
would have established a National 
Science Foundation. 

The purpose of the legislation 
sounded fair, Mr. Anderson told 
the committee, but he maintained 
that agents of the proposed bureau 
could invade research activities be- 
ing conducted by private industry, 
learn secret developments in pro- 
gress and “very possibly interfere 
with them.” In addition, he 
charged, the agency might confis- 
cate patents already granted, or 
compel direct licensing of privately 
owned patents. 

Against charges that the coun- 
cil’s “lobby” defeated favorable ac- 
tion on the bills, the council re- 
torted that its so-called “lobbying” 
is intended “to maintain constant 
watch over subversive activities 
against our patent system.” 

“Beginnings of all our great in- 
dustries have been based on the 
protection our patent system af- 
fords,” it observed. “Incentive for 
our inventions comes from pro- 
tected rewards through patents, 
and patents make millions of jobs.” 


Bernard Oos Appointed A. M. 
of Liquid Carbonic Corp. 


Bernard J. Oos, assistant adver- 
tising manager for the past two 
years, has been promoted to ad- 
vertising man- 


ager of Liquid 
Carbonic Corp., 
Chicago. 


Prior to join- 
ing Liquid, Mr. 
Oos was in the 
sales promotion 
department of 
Hotpoint Inc., 
Chicago. He also 
has served as an 
account execu- 
tive of Mace Ad- 
vertising Agen- 
cy, Peoria, Ill., and advertising 
manager of Bussey Products Co., 
Chicago. 


Bernard Oos 


Names Minchin, Armstrong 


Rod H. Minchin, western rep- 
resentative of Specialty Salesman, 
Chicago, has been named director 
of merchandising. James L. Arm- 
strong, in the merchandising de- 
partment, has been appointed as- 
sistant to Mr. Minchin. 


Represents ‘La Revue Moderne’ 


La Revue Moderne, Montreal, 
has named Edward E. Preston as 
advertising representative in Great 
Britain and Northern Ireland. He 
will be located at 69 Fleet St., 
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CONTEST IN BELGIUM—A. van Ypersele, enterprising Belgian adman, last month 
used pages like this in La Metropole, Antwerp, to offer prizes to those able to name 
the trademarks listed. Advertisers liked the results so much they’re backing a variation 


of the prize contest this month, 


Belgian Agency Man 
Hits Jackpot With 
Trademark Contest 


Brussets—A. van Ypersele et 
Cie., Brussels advertising agency, 
pulled one of the heaviest mail 
responses on record for a Belgian 
contest with its recent trademark 
competition. 

M. van Ypersele, who originated 
a trademark identification contest 
about two years ago—and secured 
excellent results with it—intended 
to run one full-page newspaper 
ad for the 1949 competition. 

However, sO many advertisers 
booked space that the contest had 
to be repeated. 

The method used was simple. 
Trademarks, or parts of the prod- 
uct design used in advertising, 
were placed alphabetically in a 
series of small squares. 


@ Each square contained a clue in 
the form of the manufacturer’s 
slogan or descriptive phrase, and 
a space was left for contestants to 
insert the product name. Prizes 
totaled about $25,200—a high fig- 
ure for Belgium. 

Two years ago, a list of 10 news- 
papers was used. One of the ob- 
jectives of the early contest was 
to test pulling power and augment 
the available data on distribution 
and readership. 

This year, significantly, only one 
newspaper—La Metropole of An- 
twerp—was used. 

The second 1949 contest, which 
runs through December, was con- 
fined to slogans and descriptive 
phrases. For example, Gordon’s gin 
ran four lines: (1) Gordon’s, the 
king of gins; (2) Gordon’s, the 
soul of a good cocktail; (3) Gor- 
don’s sweet liqueur; and (4) No 
good “dry” without Gordon’s gin. 
Contestants were required to 
scratch out the line which did not 
apply to the product. 


Appoints Augspurger 

Charles H. Augspurger, formerly 
public relations director of the air- 
plane division of Curtiss-Wright 
Corp., has joined the public re- 
lations department of Niagara Na- 
tional Bank, Buffalo, as an as- 


London, E. C. 4. 


oe 


sistant vice-president. 


also on identifying trademarks. 


Malone Appoints Four 

Howard R. Taylor, formerly 
with Griswold-Eshleman Co., 
Cleveland, has joined the contact 
and creative staff of Norman Ma- 
lone & Associates, Akron. Max 
Larsen, formerly with the Salt 
Lake Tribune, has been named to 
the public relations staff. Ralph 
S. Brown has been appointed as- 
sistant account executive and Don- 
ald B. McFadden has been named 
media director. 


CofC Meeting Date Set 

The domestic distribution de- 
partment of the Chamber of Com- 
merce of the United States will 
sponsor its sixth National Market- 
ing Conference at the Hotel Book- 
Cadillac, Detroit, Feb. 28-March 1, 
1950. Reservations may be made 
with Arch N. Booth, CofC manager, 
Washington 6. There is no registra- 
tion fee. 


Katz Agency Splits 
AM, TV, Newspaper 
Sales Management 


New YorK—Katz Agency, whict 
represents radio and television sta- 
tions and newspapers, is going 
through an evolutionary proces: 
aimed at separation of its activi- 
ties for the three media. 

Established in 1888 to handle 
newspapers, the company ha: 
branch offices in eight cities. It: 
list of radio and video stations now 
includes 14 TV _ outlets—‘“more 
than any other representative, in- 
cluding the networks,” according 
to Katz. 

Within the next six weeks, the 
AM, TV and newspaper staffs in 
New York and Chicago will be 
separated, with a different sales 
management for each. In other 
cities, offices will continue to 
function as in the past. The sep- 
aration is not expected to be com- 
pleted until the agency moves to 
its new enlarged offices at 488 
Madison Ave. some time in Feb- 
ruary. 


Product Design Meet Set 


Lehigh University and the So- 
ciety of Industrial Engineers wil! 
hold their second annual joint pro- 
duct design seminar June 26-July 
21 on the university campus, Beth- 
lehem, Pa. The seminar is open to 
delegates from various manufac- 
turing companies. Speakers include 
Raymond Loewy, Henry Dreyfuss, 
Walter Dorwin Teague and Harold 
Van Doren. 


Sets Spring Magazine Drive 


American Express Co. New 
York, will concentrate on maga- 
zine promotion for its traveler 
checks next spring. Newspapers, 
used in local and sectional drives 
this year, are not on the schedule. 
Benton & Bowles, New York, is 
the agency. 


Elects Quentin I. Smith 

Albert Frank-Guenther Law, 
New York, has elected Quentin I. 
Smith, who has been with the 
agency since 1938, as a vice-presi- 
dent. He will continue as an ac- 
count executive. 


Unique Products to Ellis 

Unique Products Co., Toronto, 
has appointed Ellis Advertising 
Co., Toronto, to direct advertising 
of the company’s Rainbow Miracle 
cloths. Daily newspapers will be 
used. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-l 
service works like that in the production of your advertis- 
ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it's a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 
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| Along the Media Path 


e F. W. Johnson, classified adver- 
tising chief of Popular Mechanics, 
is willing to discuss with other 
publications adoption of his plan 
to lessen the mistakes often made 
9y those who answer advertise- 
nents, and improve the results for 
»0th reader and advertiser. 

Johnson has compiled a 16-page 
»00klet, “How to Answer Ads,” 
which shows readers how to an- 
swer ads correctly, thus getting 
quicker replies and greater satis- 
faction. Many complaints could be 
avoided if consumers followed 
these rules. 

Popular Mechanics plans to run 
a display ad offering the booklet 
free to its readerg and, Johnson 
says, the same idea may be used by 
other publications. Copies of the 
booklet may be obtained from the 
magazine’s Chicago headquarters, 
200 E. Ontario St. 


e It takes 90 pages to list the ma- 
jor Crowell-Collier market sur- 
veys conducted during the years 
1939-49 and index the material on 
hundreds of subjects covered in 
the studies. Copies of recent sur- 
veys, of course, are available for 
distribution on request. All studies 
are available for reference in the 
company’s New York office. 


e Westinghouse Station KYW, 
Philadelphia’s NBC affiliate, points 
up in a new folder the increased 
coverage which has resulted from 
its new antenna system. The still 
incomplete sales story, KYW says, 
is based on an analysis of some 
30,000 pieces of mail received since 
the system went into effect last 
spring. The sample showed mail 
from 85 counties in seven Middle 
Atlantic states. 


e For the third time this year, the 
Chicago Tribune set a new record 
for the size of a regular weekday 
issue with its 92-page edition 
Thursday, Dec. 15. That was four 
pages more than the previous rec- 
ord breaker May 5. Fourteen 
presses, composed of 84 units, were 
used, each equipped with a color 
deck to print the Page 1 cartoon 
and color advertising. 


e Curtis Publishing Co. will give 
heavy newspaper and video pro- 
motion to “The Little Princesses,” 
a series of articles on Britain’s 
royal family which starts in the 
January Ladies’ Home Journal, 
Through BBDO, a series of five- 
minute, one-minute and 20-second 
telecasts will be used early next 
year on major TV stations. N. W. 
Ayer & Son is scheduling copy in 
nore than 140 U. S. and Canadian 
newspapers Jan. 3 and 4. 


(34,881 lines) of any U. S. monthly 
consumer magazine; the greatest 
percentage gain (24.9%) among 
these media; and the only linage 
gain among the five leading wo- 
men’s service magazines. 


e The San Diego, Cal., morning 
Union and evening Tr.bune-Sun 
have published three special sec- 
tions within a two-week period. 
The first, a 16-page section, pro- 
moted San Diego’s 12th annual 
electric and home appliance show, 
which set an attendance record of 
165,000 during its Nov. 23-30 run. 
The two dailies also ran a 36-page 
Christmas shopping section and a 
12-page “North Park Section,” de- 


voted to the progress of that area 
over a 37-year period. The North 
Park section, said officials, rep- 
resented 75% of the retail adver- 
tising potential. 


e The “Memphis Market News,” 
trade supplement of the Commer- 
cial Appeal and Press-Scimitar, has 
stepped up its initial circulation 
from 1,400 copies in June-July, 
1948, to more than 2,100. Its one 
aim: To help wholesalers and re- 
tailers cooperate more closely with 
manufacturers. 


Lewis & Conger Issues Seal 
to Home Safety Winners 


Lewis & Conger, New York, will 
issue a special seal for winners of 
its annual home safety awards to 
use in ads, on packages, and for 
display. The store has issued 5,- 
000 invitations to manufacturers of 
home equipment and house fur- 


nishings to submit product entries 
for the contest before Jan. 31, 1950. 
Julien Elfenbein, editor of House 
Furnishing Review, heads the com- 
mittee of judges for the contest. 
This year, instead of one main 
award, with a number of honor- 
able mentions, all manufacturers 
chosen for honors will receive 
awards. The grand prize winner 
will receive a bronze plaque and 
a specially planned promotion of 
his product by Lewis & Conger. 


Brown & Sharpe Ups Schott 


Harold B. Schott, sales man- 
ager of the pump division of 
Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., precision tools, has 
been promoted to director of sales 
promotion. y 


Gerth-Pacific Moves Offices 
Gerth-Pacific Advertising Agen- 

cy, San Francisco, has moved its 

offices from 68 Post St. to the At- 


las Bldg., 604 Mission St. 


Hotpoint Names Sormane 


Walter Sormane, formerly gen- 
eral sales manager of Conco En- 
gineering Works, Mendota, IIl., has 
been appointed sales manager of 
the commercial cooking equipment 
department of Hotpoint Inc., Chi- 


cago. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


e The Rocky Mountain News,} 
Denver, has purchased property 
n which it intends to construct a 
new building. H. W. Hailey, busi- | 
ness manager of the Scripps-How- 
rd daily, said all new press equip- 
'1ent will be included in the News’ 

!ew home. 


¢ Neiman-Marcus Co. gave the 
forthcoming Flair magazine a big 
lallas build-up during its pre- 
Christmas “Man’s Night” show. 
Sanley Marcus, executive vice-| 
p-esident of the store, touched off | 
a flare attached to a large dummy 
© the magazine, which was carried 
down a runway by one of the 
Siore’s models. A_ special Flair 
Pp ospectus package, with a person- 
aized letter from Marcus, was 
h nded to customers. | 


Today’s Woman is boasting 
out three linage gains for 1949: 
e records, it says, show that the | 
igazine for young prone 
Scored the greatest ad linage gain 


— io Bnd 
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trade-marks. 
frequent reminders. 


Your co-operation is respect- 
fully requested, whenever 
you use ether Coca-Cola or 
Coke in print. 


Because coke (lower-case ‘‘c’’) means a certain type of fuel 


While Coke (upper-case ‘‘C’’) means Coca-Cola 


Hence these 


You stock up with coke for winter only 


Summer, winter, spring or fall, you have equal use for Coke—but not for coke. 


It is perfectly understandable that people not directly concerned often forget 
this distinction. But what may seem to you a trivial matter is a_ vital 
one to us. For the law requires us to be diligent in the protection of our 


and nothing else. 


and nothing else. 


*Coke = Coca-Cola 


Both are registered trade-marks that 


distinguish the same thing 


product of The Coca-Cola Company. 


the 


THE COCA-COLA COMPANY 


COPYRIGHT 1949. THE COCA-COLA COMPANY 
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Says Admen Should Be Better 
Posted on Business Facts 


To the Editor: I just can’t help 
admiring your roistering advertis- 
ing and publications industry for 
the unconscionable frankness and 
cold-blooded competition practiced 
therein. Witness the free resort to 
invidious comparisons of media 
circulations, readership, and adver- 
tising linage; witness the vicious 
contending between agencies for 
available accounts. (One wonders 
how many Pyrrhic victories have 
been won on this battlefield.) 

In an age of steel (better spelled: 
s-t-e-a-l1?) these hammer-and- 
tongs tactics do seem to have a 
logical place. 

But I would like to say also 
that the thing I most deplore 
about the advertising industry— 
particularly the agency side of it 
—is its unvarnished ignorance of 
the basic principles of sound bus- 
iness practice not only as related 
to the operating side of business 
but also to the broader field of 
business economics. My own con- 
tacts with advertising men have 
revealed this condition. 

I can conceive of no greater in- 
dictment of the advertising agency 
side of your industry than this: 
Only two of the 45 agency exec- 
utives who cooperated in the Ap- 
VERTISING AGE survey of the “facil- 
ities and facts they would search 
for if they were advertisers hunt- 
ing an agency” indicated that they 
would expect “understanding of 
business essentials.” (See AA, May 
16, 1949, Page 54.) 

Naturally, not being business 
men, as such—in the normal sense 
of the term—these agency men 
could not properly weigh the im- 
portance of a knowledge of “bus- 
iness essentials” as a factor enter- 
ing into the selection of an adver- 
tising agency. This is one of the 
very reasons why business men 
themselves are so frequently dis- 
appointed in what they get in the 
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“This Qepartesent is a andes s forum. Letters are welcome. 


form of “business counsel” from 
advertising men. Perhaps they 
have no right to expect sound bus- 
iness counsel, if any, from an 
agency—but the fact remains that 
many of them do expect it. 

One chronic complaint on the 
part of advertising agencies is that 
their clients often refuse to take 
thera into full confidence as to 
the basic structure and policies of 
their businesses. It is my opinion 
that more agencies would be taken 
into the inner confidences of their 
clients if more agency men were 
capable of evidencing a fuller un- 
derstanding of “business essen- 
tials” based on serious study and 
observation coupled with some 


if 
; eae Se 


sate 


methods and the like, which can 
be gained from a one-shot reading 
of a few well-chosen textbooks, if 
no better way is available. 

On the other hand there is the 
extensive field of detailed informa- 
tion about the nature, structure, 
and changing characteristics 
(trends) of our national economy 
and its various segments. This pic- 
ture, while available in partial de- 
gree from books, requires more or 
less continuous study of a broad 
flow of documents primarily statis- 
tical in nature which originate in 
the confines of various research 
organizations, both public and pri- 
vate. These provide factual meas- 
urements of economic changes 
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bert Airfield where McDonnell is 
located. Mention that Lambert 
Field is the home of the Banshee 
which is made by McDonnell was 
a natural tie-in. 

Evidently this gesture was 
looked on favorably by McDonnell, 
judging from the comments which 
they made in a recent issue of their 
house organ, ‘ The McDonnell Air- 
scoop,” partial tear sheet of which 
is attached herewith. 

WESLEY K. NAsH, 

Wesley K. Nash Co., St. Louis. 


Sign Painter Takes a Smoke 


To the Editor: My attention has 
been directed to the Clover Club 


| potato chip poster idea in the Oct. 


31 issue of ADVERTISING AGE. 

It brings to mind a similar “un- 
finished symphony” I used for 
Santa Fe cigars just ten years ago. 
Proof attached! 

This transcends the mere device 


Pte. enon amutowit rage 
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APPROVAL—In this poster designed for Santa Fe cigars ten years ago, the sign painter relaxes for a taste of the product. 


down-to-earth reflective thinking. 
And I do not mean that the main 
goal of such study should be that of 
providing business counsel to the 
client. It seems to me that the 
question is: Should advertising re- 
main merely a “craft” service to 
business? 

What 2.2 these “business es- 
sentials” that deserve a broader 
understanding on the part of prac- 
titioners in the field of advertising? 

On the one hand there is the 
general knowledge about the oper- 
ating side of business, covering 
such elements as business organi- 
zation, fiscal policy, purchasing, 
pricing, production methods, sales 
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which make possible a determin- 
ation of the broad gauge outlook 
for business—and I do not need to 
tell you that business men are 
critically concerned about this 
point. It is mainly just a matter of 
keeping well posted on the main 
trends in the general business situ- 
ation and understanding the nature 
and sources of the most important 
business facts and figures, but I 
find repeated amazement over the 
paucity of such information in the 
possession of advertising agency 
men. 

I contend that advertising men 
in general should know something 
—and be able to talk somewhat 
intelligently—about these things; 
this type of knowledge should not 


| be the private possession of the re- 
'search man or the top agency man- 


agement men. It is not a question 
of the advertising man trying to 
be all things to all people, but if 
more “account executives,” for ex- 
ample, had a better working knowl- 
edge of what makes business tick 
and the direction in which busi- 
ness is going, they would, I am 
certain, be more highly respected 
by the business men who are their 
clients. 
RICHARD E, SNYDER, 
Marketing Economist, Chicago: 
© ” 


= 
Boston TV School Suggested 


To the Editor: I notice in your 
Dec. 5 copy, on Page 56, that one 
of your readers in San Antonio is 
inquiring relative to a television 
school. 

We have one here in Boston, the 
Leland Powers School, and we are 
taking the liberty of referring the 
matter to them with the request 
that they send you one of their 
programs. 

Sears B. ConpirT, 
Chase-Shawmut Co., Boston. 
ee © e@ 

McDonnell Aircraft, 
B-1 Bow to Each Other 


To the Editor: That advertising 
and trade relations are twin 
brothers that sometimes can not 
be told apart is demonstrated in 
the following incident. 

McDonnell Aircraft Corp., which 
employs some _ seven’ thousand 
persons, is a customer (on lemon- 
lime soda) of the B-1 Beverage 


Co. in St. Louis, whose advertising | 


we handle. B-1’s outdoor consumer 


advertising includes a painted bul-|the country, 


of leaving a scaffold permanently 
suspended. It shows the painter on 
tap—using the product rather than 
painting it. 
HAL STEBBINS, 
Executive Vice-President, Ho- 
nig-Cooper Co., Los Angeles. 
e ee @ 


Blows a Bazooka Bubble 


To the Editor: I read with a 
great deal of amusement, and quite 
a bit of amazement, a piece in your 
publication of Nov. 28 by Allen 
Sommers titled, “For Bubble Gum, 
1950 is Year of Big Blow.” 

To say that the piece is top- 
heavy with news of the secondary 
and tertiary bubble gum com- 
panies, and pays little, practically 
no attention to the field’s leading 
promotion-minded bubble gum 
outfit, the Bazooka Bubble Gum 
Co., Brooklyn, N. Y., should be 
quoted among the understatements 
of the year. 

However, since the story is date- 
lined out of Philadelphia, which is 
the home of Fleers and Bowman 
bubble gums, it is quite under- 
standable why the great bulk of 
the story is devoted to those two 
companies, with very little em- 
phasis of Topps’ Bazooka Bubble 
Gum. 

As public relations counselor for 
Topps Chewing Gum Co., we 
should like to go on record as 
stating that Topps’ promotional, 
public relations, and publicity ac- 
tivities for the past two years have 
shouldered the entire burden of 
that job for the bubble gum in- 
dustry as a whole. 

When we assumed publicity and 
public relations duties for the 
Topps Chewing Gum Co. more 
than two years ago, everyone, of 
course, knew what bubble gum 
was, but there was no organized 
campaign to get it into the hands, 
or mouths, of American kids. 

We immediately organized a 
tatoo and bubble blowing contest 
(to promote Topps’ Tatoo bubble 
gum) at New Jersey’s Palisades 
Amusement Park, which was cov- 
ered by newsreels, newspapers and 
news syndicates. At the same time, 
we organized a club dubbed “The 
Bubble Gum Chewers of America,” 
which is presided over by a “Miss 
Bazooka.” It is quite evident here, 
since news photos are continually 
breaking in newspapers throughout 
of “Miss Bazooka” 


letin on Highway 66 opposite Lam- | blowing bubbles at the rodeo, back- 


stage at leading Broadway shows 
and cther points of general interest 
that Bazooka bubble gum is re- 
ceiving widespread interest cn the 
part of the public. 

In September and October oi 
this year, both the Associated Pres: 
and the United Press interviewed 
Bazooka’s chief of research, Dr 
Morris Nafash. Dr. Nafash’s con- 
jecture as to the future of bubbl« 
gum was printed in upwards of! 
900 dailies. He was also invited tc 
air his views on bubble gum on the 
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Here is how we sell 


“tie-in” ads for you 


@ In 48 a manufacturer asked 
us to help him get some “Tie- 
in” ads when his campaign 
broke in Marion. Here is how 


we sold, for cash, 2,573 lines. We 


called a meeting, studied the 
manufacturer’s copy, then did 
the okvious. Called on the local 
outlets and suggested that they 
get on the “gravy train.” They 
did—to the tune of 2,573 lines of 
local advertising that our staff 
sold in less than a week. 


Now comes the same manu- 
facturer in 1949. He likes thie 
way we hit the line in 748. So 
we hold another meeting and— 
bang—in less than a week we 
sell, for cash, 3,542 lines to our 
local advertisers. We increased 
his local support about 38%. 


No promises made BUT— 


We make no predictions or 
promises as to how many “Tie- 
in” ads we can sell for you. 
BUT, the records seem to prove 
that we know how to do the job. 


News Item! 


There are 1,600 farms in Marion 
County, averaging 147 acres each 
—a total of 235,200 acres. 91.1‘ 
OF THIS LAND IS BEING 
FARMED. 


So, when you run a test cam- 
paign or a regular schedule her: 
you get a whale of a “plus 
value”—our wealthy farm ci’- 
culation. 


My time is your time when 
you want something done 1 
Marion. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 

These 3 represented by 
- $tory, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


eusi MOORE, 
OWSPAPERS. 
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oast-to-coast simulcast, “We, the | 
People,” resulting in another tre- 
mendous plug for Bazooka. 

Also, on Nov. 20, Marshall Field’s 
Sunday magazine Parade, which 
is carried by 27 of the nation’s 
leading newspapers, carried a full- 
yage pictorial feature on Topps 
‘hewing gum and Bazooka bubble 
gum. 

Bazooka is currently getting a 
‘avored spot on radio’s top give- 
way program, “Stop the Music,” 
is well as other bigtime radio and 
television shows. “Miss Bazooka” 
vas interviewed on the Groucho 
Viarx show. 

In the premium giveaway field, 
Topps looms as big as the best of 
em, with its current offer of a 
scout knife for ore hundred Ba- 
zooka wrappers. 

In the comic strip and education 
feature field, Topps and its Ba- 
zooka division take a back seat to 
no one. Their cartoons depicting 
historical events and episodes have 
won accolades from leading educa- 
tors throughout the country. 

Also, so far as we know, Bazooka 
is the only company which keeps 
a full time staff in a fully equipped 
laboratory to work an bubble gum 
improvements. 

Now, a very important point: 
sales. Topps claims the leadership 
in bubble gum sales, outdistancing 
its competition two-to-one. 

After reviewing Topps bubble 
gum promotion compared to its 
competitors, I think you will 
agree that you went to the wrong 
city to dig up material for your 
story. 

Ya shoulda come to Brooklyn. 

WILL YOLEN, 

Yolen, Ross & Salzman, New 

York. 


Mr. Yolen, no novice at the big 
blow himself, as his too-long rec- 
ord of Topps promotions indicates, 
carefully refrains from mentioning 
advertising, which was what AA’s 
Nov. 28 story was about. 


Analogy ‘Far-Fetched’ ? 


To the Editor: Shall we deduce 
from the latest of Young & Rubi- 
cam’s generally pertinent house 
ads that: 

1. Y&R is a “sweatshop.” 

2. Y&R executives are perennial 
juveniles. 

3. Y&R executives do their best 
work within the confines of the 
local athletic club. 

4. Y&R executives are heavy on 
the brawn as versus the brain. 

Come now, Y&R, surely you can 
dream up an analogy less far- 
fetched than this 

SEYI..0UR KAMENY, 

Seymour Kameny Associates, 

New York. 


The Y&R ad Mr. Kameny refers 
(o appeared in AA Dec. 5, and 
howed a sweatshirt. 


Waltham Joins List 
of Ex-Giveaway Sponsors 


Waltham Watch Co., Waltham, 
Mlass., and its agency, Hirshon- 
rarfield, are weighing advertising 
lans for spring following the can- 
elation of “Share the Wealth.” 
“he program, the sixth ABC give- 
‘way to fade from the air in re- 
ent months, will be discontinued 
fter the Jan. 9 broadcast. 

ABC continues to peddle, so far 
ithout success, the first 15-min- 
te segment of “Stop the Music,” 
idio version, which will be re- 
nquished by Old Gold at the end 

the year. 


‘\ppoints Hilton Agency 


Fred Fear & Co., New York, 
‘as appointed Peter Hilton Inc., 
‘ew York, to handle advertising 

Burton’s vanilla extract, New 
Fagland syrup, Chick-Chick and 
iresto Easter egg dyes. J. M. 
‘athes Inc. previously placed the 
a count. 


E :gene Castle to Resign 


Eugene W. Castle will resign | 
a vice-president of United wens | 
F ms Dec. 31. 


IN AMERICA 


PR PROPERTY iid, of our HUMAN | R 


The BETTER we produce - the iaiee we liv. 


PRIZE WINNER—This is one of the freedom posters which won a gold medal and 
$1,500 at Freedoms Foundation, Valley Forge, Pa. The award was presented by Gen. 
Dwight Eisenhower to Glenn A. Bishop, president of Bishop Publishing Co., Chicago. 


Appoint Clyde Young 


Sunny Brook Farms Milk & Ice 


Clyde C. Young Jr. has been| Cream Co. and Polar Pie Ice Cream 
named general sales manager for! Co., Portland, Ore. 


Koch Splits Divisions, 
New Company Formed 

Effective Jan. 1, Koch Butchers’ 
Supply Co., North Kansas City, 
Mo., manufacturer of commercial 
refrigerators and allied equipment, 
will discontinue its supply division 
and confine its activities exclus- 
ively to refrigeration equipment 
manufacture and sales. 

Inventory and assets of the sup- 
ply division, which has been deal- 
ing in packing house, locker plant 
and meat market supplies, will be 
acquired by a new organization 
called the Koch Supply Co., 1930 
McGee St., Kansas City 8. Koch 
Supply Co. will be headed by Ray- 
mond Starr, now vice-president of 
the Koch Butchers’ Supply Co. 
Most of the personnel of the sup- 
ply division of the older organi- 
zation will join the new company, 
including Ray Miller, advertising 
manager. Personnel of the refrig- 
erator organization remain un- 
changed. 


Witt Joins Gardner Agency 
Deane Witt, formerly with Har- 
lem Valley Times, has joined Fred 
Gardner Co., New York, as a copy- 
writer in the creative department. 


Rollash to Dunay Agency 

Rollash Corp., New York, man- 
ufacturer of eyelash curler, has 
appointed Dunay & Rader to han- 
dle advertising in magazines and 
Sunday supplements. The company 
is a new advertiser. 


Appoints Jewell Agency 

Jewell Advertising Agency, Oak- 
land, Cal., has been named to han- 
dle the newspaper, magazine and 
radio advertising of Niagara 
Equipment Co., manufacturer of 
home reducing units. 


Newspaper Admen to Meet 
The Indiana Daily and Weekly 
Newspaper Advertising Clinic will 
be held at. the Indianapolis Ath- 
letic Club, Indianapolis,.Jan. 14. 
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HOLIDAY ...the most MASSive CLASS market in the world! 
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ALL FOR LARRY—The New York Newspaper Promotion Managers Association held a 


celebration at the Encore Club for Lawrence W. Merahn (seated, second from left), 

newly promoted circulation director of the New York Sun. Seated, left to right: 

George Allen, New York Herald Tribune; Mr. Merahn; Irvin Taubkin, New York 

Times; Edwin N. Horner, New York Sun; and Ken Mason, New York World-Telegram. 

Standing: Stuart Patton, Brooklyn Eagle, and Sumner Collins, New York Journal- 
American. 


Paper Industry ‘in Fairly Good Shape’ 


New YorkK-—-“The paper industry 
has passed its first major postwar 
readjustment in production and 
sales, and has come out in fairly 
good shape,” according to A. W. 
Zelomek, president of Interna- 
tional Statistical Bureau. 

Addressing a sales forum of 
Milton Paper Co., Mr. Zelomek 
predicted that, for business in gen- 
eral, 1950 will be a good year, “but 
not exactly carefree.” On paper in 
particular, he believes “the indus- 
try is entering another critical 
period.” 

In weighing the paper indus- 
try’s prospects for the next six 
months and beyond, Mr. Zelomek 
first pointed out there is ample 
capacity to produce paper. Paper 
and paperboard production hit an 
all-time high in 1948, though total 
production will probably drop off 
8% this year, he said. Because of 
a drop in new orders about a year 
ago, the first seven months of this 
year showed paper production 12% 
below last year, and paperboard 
production off about 15%, he said. 


s Commenting on the highly flex- 
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ible nature of activity in paper, 
Mr. Zelomek said that, despite the 
many considerations which affect 
new orders, the industry “always 
seems to be under a compulsion to 
maintain operating rates at as 
high a level as possible for the 
sake of mill efficiency.”” He doesn’t 
think “the war or postwar period 
has removed these elements of in- 
stability.” 

On a more encouraging note, Mr. 
Zelomek said “the rebound in pa- 
per and paperboard activity has 
been very impressive.” He further 
is pleased with the “regular way 
in which per capita consumption 
of paper has been increasing.” 


Recruiting Drive to Lewin 


The First Army, Governor’s Is- 
land, New York, has reappointed 
A. W. Lewin Co. as agency for the 
First Army’s Army and Air Force 
recruiting program. A budget of 
about $74,000 will be used for 
newspapers and radio spots up to 
June 30, 1950. 


Dorland Names Barnes 


Howard G. Barnes, director of 
radio and television for Dorland 
Inc., has been appointed vice- 
president in charge of radio and 
if 


Wheelock Names de Bevec 


Ward Wheelock Co., New York, 
has named John de Bevec, former- 
ly with Batten, Barton, Durstine 
& Osborn, as media director. 


TOP PROGRESSIVE FARMERS 
are YOUR BEST Prospects in 
IOWA'S RICH FARM MARKET 


and are reached by 
1OWA’S ATTRACTIVE 
FARM MAGALINE 


The ‘owa Bureau Farmer 
is written for EVERY 
member of the family. 


and... 


There are over 130,000 of 
these farm families re- 
ceiving the Bureau Farmer 
each month. 
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Union's Inhiston 
Ads Explain Nature 
of Anti-Histamines 


Montciai, N. J.—Union Phar- 
maceutical Co. has boosted its 
newspaper advertising schedule to 
include a supplementary campaign 
of an informative nature on anti- 
histamines. 

In addition to consumer adver- 
tising for Inhiston, Union’s cold 
preventive tablet, a somewhat less 
technical version of an Inhiston ad- 
vertisement that appeared pre- 
viously in professional papers will 
run in newspapers of leading cities 
across the country. 

In launching the campaign in the 
metropolitan New York area, 
Union broke through the reluc- 
tance of the New York Her- 
ald Tribune and Times to run copy 
for anti-histamines when both pa- 
pers carried full-page insertions. 


@ According to John Beal, Union 
vice-presider-t in charge of adver- 
tising, the campaign is a public re- 
lations “change of pace” intended 
to help consolidate the public’s 
knowledge and acceptance of sound 
medical principles underlying anti- 
histamines. 

The “educational and informa- 
tive” campaign is being handled 
by L. W. Frohlich Co., New York, 
Union’s agency for ethical pro- 
fessional advertising. Cecil & Pres- 
brey continues to handle consumer 
advertising. 


Anti-Histamine Ad Copy 
Breaks in Canada Papers 


Bristol-Myers Co. of Canada 
Ltd., Montreal, is using 2,156-line 
newspaper advertisements in met- 
ropolitan dailies for Resistab, its 
anti-histamine brand. The com- 
pany also is running 1,000-line ads 
in provincial cities, using both 
French and English language 
newspapers, through Kenyon & 
Eckhardt, Toronto. 

Whitehall Pharmacal (Canada) 
Ltd., Montreal, also is promoting 
its new anti-histamine, Kriptin, 
with 950-line ads in daily papers 
from Alberta to the Maritime 
Provinces. Young & Rubicam, To- 
ronto, handles the account. 


Shawmut Renews Newsreel 

National Shawmut Bank of Bos- 
ton has renewed its contract for 
sponsorship of International News 
Service’s Telenews. The bank last 
year started sponsoring the daily 
and weekly newsreel of INS over 
WBZ-TV and WNAC-TV, Boston. 
Shawmut is handled by Biow Co., 
which recently acquired the ac- 
count. 


Cory Snow Appointed 

Market Forge Co., Everett, Mass., 
has appointed Cory Snow Inc., 
Boston agency, to direct advertis- 


ing and promotion for a new type 
of steam pressure cooker for in- 
stitutional use. 


lhe Creative Wan: Corner 


A few weeks ago, the editorial columns of this magazine 
questioned the good judgment of Colgate for jumping on the 
Se tooth powder bandwagon for its regular denti- 
rice. 

Now The Corner finds two other well-known dentifrices 
doing the same—Pepsodent and Ipana. 

In view of the fact that, for years, ad men blithely pro- 
claimed that the way to sell toothpaste was on the sex-at- 
tractiveness angle, The Corner is a little puzzled over this 
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here now sudden switch to the prevention of tooth decay. 
Can it be that Amm-i-dent is seriously cutting into the sales 
of pastes and powders that previously did no more than cor- 
rect bad breath, stop bleeding gums and remove film? 

It must be obvious to one and all, however, that while, 
with Amm-i-dent, the decay-preventing ingredient was put 
into the product, with these products it has been injected 
only into the advertising. Nothing new has been added— 
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beyond a borrowed claim. 


Puget Sound Group 
Set to Bid for ‘50 
California Tourists 


SEATTLE—The Evergreen Play- 
ground Association, tourist pro- 
motion agency for the Puget Sound 
area, has laid out an advertising 
program for 1950 using primarily 
publications in California, biggest 
source of summer visitors. The ad- 
vertising budget is $23,000. 

Newspapers on the schedule are 
the Los Angeles Examiner, Herald 
& Express and Times, Oakland 
Tribune and San Francisco Chron- 
icle and Examiner. A full page in 
color will be used in Sunset, and 
b&w space in National Motorist 
and Westways, automobile club 
publications. Advertising will run 
from March to June. 

The association, for the first 
time, will send a representative, in 
January, to promote the region 
with travel agencies, automobile 
clubs and transportation companies 
in the Midwest and East. 

Primary support for the promo- 
tion comes from the Vancouver 


and Victoria Tourist Associations, 


Is this good business? The Corner wonders. 
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and the Tacoma and Seattle Cham- 
bers of Commerce. 

James Lovick & Co., Vancouver, 
B. C., is the agency. 


Italian Representative 
Issues New Media Data 


Italian Publishers Representa- 
tives, New York, has issued a new 
eight-page folder covering rates 
and technical data concerning Ital- 
ian publications. Rates are given 
both in the Italian lire and in dol- 
lars at the present rate of 625 lire 
to the dollar. 

Italian Publishers Representa- 
tives is the agent in North America 
for approximately 500 Italian dai- 
lies, weeklies and technical maga- 
zines. 


Graham Resigns Account 
Hugh H. Graham & Associates, 

New Britain, Conn., advertising 

agency, has resigned the account 

of the Wheeler Insulated Wire Co 

am Sperry Corp., Waterbury, 
onn. 


Air Ad Service Established 


Eastern Air Advertising Service 
has opened offices at 200 Univer- 
sity Ave., Buffalo. Ronald D. Hass- 
ler, Kenneth A. Husted and Stefa 
Rychnowski are the principals. 
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WMCA-FM Suspends; 
FM Stations Desperate 


(Continued from Page 1) 
ground on FM’s problems. Accord- 
ing to the commission report, the 
first ever issued for FM, 54 sta- 
tions affiliated with standard sta- 
tions showed an average income 
of $9,300, average broadcast ex- 
vense of $33,600, and average total 
broadeast loss of $24,000. The 
‘ommission report covered 52 non- 
affiliates, whose average income 
was $19,000, average expense $53,- 
300, and average loss $34,300. 


s Of the 700 commercial FM sta- 
tions on the air Dec. 31, 1948, 593 
were affiliated with standard sta- 
tions. Under the proposed FCC 
rule, the FM stations would be re- 
quired to operate at least as many 
hours as the AM stations. 

The remaining 107 stations were 
licensed to organizations with no 
standard broadcast interests. These 
stations would be required to op- 
erate a minimum of six hours 
daily during their first year, eight 
hours during the second and 12 
hours during their third year. 

One after another of the briefs 
filed with FCC last week told of 
the losses which AM _ operators 
were suffering from FM opera- 
tions. 


w Illustrative of the lack of pub- 
lic interest in FM, reported by 
dozens of stations, was the ex- 
perience of WTOC-FM, Savannah. 
The station said it went off the air 


for an hour during a Nov. 23 
broadcast period “without getting 
a single inquiry.” 

Westinghouse, which had five of 
the first nine FM stations on the 
air, and American Broadcasting 
Co. both urged FCC to let FM’s 
growth “follow the laws of eco- 
nomics.” 

ABC said it has everything to 
gain from FM because it “does not 
have high-powered clear chan- 
nels to protect,” but said that “un- 
natural” forcing is “undesirable.” 
It said the public was “oversold” 
and that FM sets did not live up to 
promises. ABC observed that 
“even with good reception’ the 
FM listener gets “substantially the 
same end product as the AM lis- 
tener—an audio program of one 
type or another.” 


ws Major Armstrong blamed FM’s 
disappointing growth on FCC’s 
1945 action shifting it to higher 
frequencies. He said this delayed 
the production of equipment. 

He said FCC deprived FM of its 
greatest advantage when it adop- 
ted a “single market” allocation 
plan, confining FM stations to the 
broadcast area of the AM stations 
with which they compete. 

“As a result,” he said, “the net- 
works have been able to take the 
position that FM stations owned 
by their AM affiliates do not make 
any contribution to radio cover- 
age.” 


Predicts Peak 
Gas Appliance 
Sales in 1950 


Coordinated Ad Themes 
Brought Bigger Return, 
AGA Head Declares 


New YorKk—Advertising and 
promotional campaigns now 
planned for 1950 carry the prom- 
ise of gas appliance sales “pass- 
ing even the peak records in 1948,” 
according to Hugh H. Cuthrell, 
president of the American Gas As- 
sociation. 

While many new records were 
established by the industry during 
1949, Mr. Cuthrell said, “there is 
every reason to predict that 1950 
will see the gas industry record 
one of the greatest advances in its 
history.” 

The industry, he recalled, added 
nore than 1,000,000 new customers 
to gas utility lines; sales of gas to 
ultimate users reached a_ peak 
level; revenues from the sale of 
tas were the highest on record, and 
‘apital expenditures for construc- 
ion and plant expansion reached 
ilmost $1 billion. 


s In addition, he said, activities 
‘arried on under the coordinated 
*romotion, Advertising and Re- 
earch (PAR) Plan “gained in vol- 
ime and effectiveness during the 
ear.” The association completed 
ie fifth year of this pla~ last 
ept. 30 and during that time 
embers voluntarily contributed 
lImost $7,750,000 to the improve- 
ient of gas and gas services, he 
iid. 
“Outstanding development of the 
ear in advertising was the com- 
lete coordination of advertising 
iemes by the association, the ap- 
| liance manufacturers, gas utility 
Companies and dealers, resulting 
lL. substantially higher return on 
tie dollar invested and a rising 
Vv lume of appliance sales during 


the latter part of the year,” the 
AGA head observed. 


ws Newspapers, which again headed 
the national schedule, carried ad- 
vertising totaling $3,200,000, devot- 
ed to the promotion of automatic 
gas ranges, automatic gas water 
heaters and gas refrigerators. Lo- 
cal campaigns promoted the all- 
year gas air conditioner, gas in- 
cinerator and automatic gas laun- 
dry dryer. 

Largest single promotion was 
put behind the automatic gas 
range, with AGA _ appropriating 
$550,000 for national magazine 
space and manufacturers spending 
more than $1,000,000 on the same 
theme. Other drives promoted au- 
tomatic gas water heaters and gas 
refrigerators. The association esti- 
mates that total magazine expendi- 
tures for all gas appliances, by 
both the association and manufac- 
turers, were $2,000,000. 


w The coordinated promotional and 
advertising campaigns carried on 
by AGA, the Gas Appliance Man- 
ufacturers Association, gas utility 
companies, gas appliance manu- 
facturers and dealers “lifted the 
sales of gas appliances and equip- 
ment far above prewar levels,” 
Mr. Cuthrell said. 

A recent survey made by the 
Gas Appliance Manufacturers As- 
sociation indicated that sales of 
gas appliances in 1950 should run 
from 25 to 30% ahead of ’49. Esti- 
mates include 2,500,000 gas ranges 
and 1,500,000 automatic gas water 
heaters. Sales of central heating 
and space heating appliances are 
expected to gain, Mr. Cuthrell 
said, as utilities again take up di- 
rect selling for gas house heating. 


Association Changes Name 


The Southern California Radio 
and Electrical Appliance Associa- 
tion, Los Angeles, has changed its 
name to Electric League of Los 
+|Angeles Inc., effective Jan. 1. 


Appoints Shrager Agency 


The Ralston Society, Cleveland, 
|publisher of success books, has 
/named John Shrager Inc., New 
| Fock, to handle its advertising in 
newspapers and magazines. 


AD MEETING—Aft the first Chicago meeting of the Advertising Council were: Louis 
N. Brockway, executive vice-president, Young & Rubicam; Roy E. Larsen, president of 
Time Inc.; and Leo Burnett, president of Leo Burnett Co. 


TV Took7% to 10% of Broadcast Revenue 
in Some Cities a Year Ago, FCC Reports 


WASHINGTON—By the end of 
1948, TV stations in several large 
cities were already taking a rela- 
tively high proportion of the total 
revenue of all broadcast stations, 
the Federal Communications Com- 
mission said Thursday in the first 
TV financial report ever issued by 
the government. 

The three Philadelphia stations 
took almost 10% of the combined 
revenues of all broadcast stations 
in the city, FCC said. In New York 
and Washington, TV took approxi- 
mately 8%, while in Baltimore and 
Milwaukee it accounted for ap- 
proximately 7%. 

The commission reported that 
four networks and 50 stations lost 
$15,000,000 from TV operations in 
1948. Total income was $8,700,000, 
and aggregate expenses $23,600,- 
000. 

Networks and their ten owned 
and operated stations took $6,400,- 


000 of the loss. The 40 other sta- 
tions lost $8,500,000. Network in- 
come was $4,800,000, expense $11,- 
200,000. The 40 other stations had 
$3,900,000 income, $12,400,000 ex- 
pense. 

Only 17 of the stations had op- 
erated a full year. Of these, 14 
showed an aggregate annual op- 
erating cost of $17,532,000. The 
highest annual operating expense 
was $814,000, the lowest $59,000. 

Aggregate revenue of standard 
radio broadcasters increased 11.9% 
during the year, to $407,000,000, 
but increased expenses reduced 
profits before taxes to $64,100,000, 
a 10.7% drop. 

A total of 581 stations, or 32% 
of all, reported losses from broad- 
cast operation. Of these, 442 were 
from the 900 stations which went 
on the air since the war, and 320 
were stations which went on the 
air during 1948. 


Giesen Leaves Ad 
Bureau; Moore Is 
New Retail Head 


New YorK—John Giesen, who 
has been director of the retail di- 
vision of the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, for the past four 
years, will resign Jan. 15 to be- 
come the owner of a store in Stur- 
gis, Mich. 

He will be succeeded by Karl 
Moore, previous- 
ly the division’s 
promotion man- 
ager. 

Harold s. 
Barnes, director 
of the bureau, 
said Mr. Giesen 
has “been pri- 
marily responsi- 
ble for the bu- 
reau’s steadily 
increasing service 
to its member 
newspapers on the retail side. Re- 
tail organizations throughout the 
ountry have likewise profited...” 


Karl Moore 


ws The new director, Mr. Moore, 
came to the bureau from the New 
York Journal-American, where he 
coordinated promotion with sta- 
tistical and retail research. Earlier 
he had been with Baltimore and 
Washington newspapers as a spe- 
cialist in merchandising and mar- 
ket analysis, and he headed Pic- 
torial Review’s merchandising di- 
vision. 

Before entering newspaper work, 
he was a member of the advertis- 
ing department of L. S. Ayres de- 
partment store, Indianapolis. 


Whirlpool Schedules Drive 


Nineteen Hundred Corp., St. Jo- 
seph, Mich., has scheduled news- 
paper ads for Whirlpool home 
laundry equipment in 55 key cities 
throughout the country, as part 
of its most extensive campaign. 
Leading national magazines also 
are being ‘used, through Beaumont 
& Hohman, Chicago. 


Lorillard Names 
Gruber Sales Head 


New YorK—Herbert A. Kent, 
president of P. Lorillard Co., an- 
nounced last Wednesday that the 
company is enjoying record sales, 
largest in its 189-year-old history. 

It was also announced that Lewis 
Gruber, with P. Lorillard for 28 
years, most recently as sales mana- 
ger, has been promoted to general 
sales manager. 

Other appointments, caused by 
the reorganization to take care of 
increasing sales, were: H. F. Tem- 
ple, manager of Embassy and to- 


= |bacco brands, and also merchandis- 


ing manager; F. W. Storm, sales 
promotion manager; C. A. Gheen, 
E. P. Primus, H. E. Gercken, and 
R. C. Tonkin, assistant sales man- 
agers; Robert W. Snyder, manager 
of budgetry planning; William 
Andre, administrative assistant; 
and W. L. Sullivan, supervisor of 
inventory distribution. 
All appointments 
from the ranks. 


GF Names McGowan 
to Study Functions 
of Sales Division 


New YorK—General Foods Corp. 
has assigned Paul McGowan, now 
assistant to Wesby R. Parker, vice- 
president in charge of sales, to an- 
alyze and study the present func- 
tional organization of the com- 
pany’s sales division. 

Commenting on Mr. McGowan’s 
assignment, Mr. Parker said that 
General Foods’ objective is to bring 
up recommendations and facts that 
will enable the company to main- 
tain the most efficient sales organi- 
zation possible to meet increasingly 
competitive conditions. 

Mr. McGowan will assume his 
new duties Jan. 1. Herbert N. 
Frank, district sales manager in 
Pittsburgh, will succeed him as as- 
sistant to Mr. Parker. 


were made 
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Magazines Eye 
Antihistamine 
Ads Cautiously 


(Continued from Page 1) 
Life was also withholding its de- 
cision on the matter so far. 

Crowell-Collier Publishing Co. 
will take ads on these products in 
its three magazines, American 
Magazine, Collier’s and Woman’s 
Home Companion. Albert Benja- 
min, advertising manager of Am- 
erican, reported that this magazine 
has already accepted such copy for 
a forthcoming issue. Collier’s also 
has scheduled an Anahist ad. 


s He explained that the company 
has a censorship committee which 
sets the policy on such matters for 
the three magazines. The com- 
mittee, of course, had ascertained 
certain facts on the products and 
made its recommendations accord- 
ingly. 

Cosmopolitan, a Hearst maga- 
zine, also will run ads on antihis- 
taminie products. L. M. Bishop, ad- 
vertising manager, reported that 
such copy had been offered and 
taken by the magazine. “It’s per- 
fectly okay as far as we’re con- 
cerned,” he said. 

Good Housekeeping has not come 
to a decision yet. It was noted that 
the magazine, because of its seal 
of approval, usually takes some 
time with its investigations before 
pronouncing acceptance of any new 
products. 


@ McCall Corp.’s Redbook has 
been offered, and expects to ac- 
cept, copy on such products. Mac- 
Lean Hoggson, advertising director, 
said there was some discussion of 
the copy and copy claims but that 
the magazine will undoubtedly 
carry it. 

A spokesman for McCall’s re- 
ported: “We have accepted a 
schedule from one antihistamine 
product, but we shall continue to 
watch the copy very carefully.” 


MEDICAL GROUP URGES 
ANTI-COLD DRUG CURB 

METUCHEN, N. J.—Sale of anti- 
histamines should be made by 
prescription only, the Middlesex 
County Medical Society declared 
last week. 

It was the first formal demand 
by doctors for a reversal, in effect, 
of the Pure Food and Drug Ad- 
ministration’s recent ruling on the 
“anti-cold” drugs. The society’s 
resolution specifically asks that the 
state medical organization try to 
stop over-the-counter sale of an- 
tihistamines. 

Some medical authorities re- 
cently have said that the drugs can 
have a bad effect when taken “in- 
discriminately.” Also, some allergy 
specialists are known to be alarmed 
at the possibility that the antihis- 
tamines for colds will be bought 
sooner or later, without prescrip- 
tion, by persons suffering from as- 
thma, hay fever and other ailments 
largely or partially caused by re- 
lease of histamines in the body. 


Candy Publications Merge 


Effective with the January, 1950, 
issue, Western Candy Review, San 
Jose, Cal., will merge with West- 
ern Confectioner, Los Angeles. The 
new publication will be known as 
Western Confectioner with West- 
ern Candy Review. Smith Cady 
Jr., editor and publisher of the 
Review, will now be associate ed- 
itor of the new Western Confec- 
tioner. 


Joins Brown & Bigelow 

David Scott, formerly in the 
commercial department of Station 
WKNB, New Britain, Conn., has 
| joined the field staff of Brown & 
| Bigelow as Hartford area field 
| sales representative. 
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Salesmen’‘s Ad, Merchandising Activity 
Considered in Lee Co. Sales Contest 


Kansas Crry, Mo.—About a year 
ago, H. D. Lee Co., work clothes 
manufacturer, decided to run a 
contest for its salesmen which em- 
phasized balanced business opera- 
tions rather than dollar volume of 
sales alone. 

Last week, as it named its 
“merit system” contest winners, the 
company pronounced that the plan 
for promoting greater advertising 
and merchandising activity among 
its salesmen has been a success. 

All phases of a salesman’s duties 
were considered in making the 
awards. Contestants were judged 
on the extent to which they mer- 
chandised the company’s national 
advertising through portfolio pres- 
entations, and their success in se- 
curing dealer tie-in advertising. 


gs In addition, heavy weight was 
given to their diligence in dis- 


FIRST 


TO THE 
FARM MARKET 


Win for your product the influence 
and good will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 


Who TRAIN and 
ADVISE Farmers 


FARMING 
METHODS 


CCA 
20,000 


tributing point of sale material— 
and getting it up—and the num- 
ber, originality and success of spe- 
cial local promotions which they 
arranged. 

Believing that long-term sales 
planning requires constant spade- 
work, contest judges also con- 
sidered the salesmen’s company 
correspondence, territory coverage 
and attention to credit and collec- 
tion details in selecting the win- 
ners. 

Gardner Advertising Co., 
Louis, has the account. 


St. 


Koppers Appoints Four 


M. Gore Kemp, southwest re- 
gional sales manager of the Ameri- 
can hammered piston ring depart- 
ment of Koppers Co., has been 
named manager of automotive re- 
placement sales of the metal pro- 
ducts division in Baltimore. T. 
Latimer Ford, assistant sales man- 
ager of the division, has been ap- 
pointed special representative, 
with emphasis on jobber relations. 
E. U. Klippi has been named to 
succeed Mr. Kemp as southwest- 
ern regional manager and John A. 
Tompkins as manager of the south- 
eastern region. 


Carter Appoints Fogwell 


Bruce P. Fogwell, formerly with 
Gorham Co. and Standish Inc., 
Providence, R. I., has been ap- 
pointed to the sales promotion 
staff of William Carter Co., Need- 
ham Heights, Mass., manufacturer 
of wearing apparel. 


Oildom Names Vidulich 


William M. Vidulich, formerly 
publicity director of the Heating, 
Piping and Air Conditioning Con- 
tractors National Association, has 
been named sales promotion rnan- 
ager of Oildom Publishing Co., 
Bayonne, N. J. 


Appoints Flegal 


H. Drew Flegal, formerly assist- 
ant sales promotion manager of 
Lever Brothers Co., Cambridge, 
has been appointed merchandising 
manager of Northeastern Distribu- 
tors Inc., Boston, major appliances. 


Magnavox Names McDonald 


Robert J. McDonald has been 
named district sales manager of 
Magnavox Co., making his head- 
quarters in Philadelphia. He will 
cover eastern Philadelphia, south- 
ern New Jersey and Delaware. 
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’ See How Sis Product Compares » 
with Competitors! | 


- Get This New 1949 
Consumer Survey of the | 
ROCKFORD MARKET 


Just off the press .. 

survey of “How Rockford Consumers Buy” is a study 
of buying habits, brand preference, ownership, and dealer 
distribution in numerous classifications. 
market that has consistently led all Illinois cities in percentage 
gains on retail sales and services. 
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I don’t want it fixed. I want another stove . . . 
want this one in the first place. I wanted one with a good name, uho 
ever heard of a Shooten Range! 
But Sweety, you got it for 30% off, you know. That's a big savings. 
And you know how we need the money. 


And you know how we need a stove! 


Look Sweety, Gus did us a favor. . . 


I know, and I love Gus for it. 
THE BLINK! 


Gus says they'll fix it for you, Sweety. 


BUT THE STOVE IS ON 


I told the man I didn't 


I'll tell Gus, tomorrow. He'll find a way. 
You told Gus yesterday. And Gus didn’t find a way. Wasn't he sup- 


posed to tell the guy to tell the guy who got it for us through his company 
purchasing agent to have it returned? 


But, Sweety, this Company's arrangements with this discount house 
are on a “no return” basis, Gus says. You heard Gus say that, Sweety. 


Sure, AFTER | BOUGHT THIS... 


Look, Sweety, why don’t you just call up this Discount House and tell 
them exactly what's on your mind. 


(did. They never heard of me, They never heard of Gus. 


They 


never heard of Gus’s friend. In fact the man says he never heard of 
a Shooten Range! 
Sweety, (SADLY), I think we'll just make it a house policy to buy our 
things at a dependable store from now on, huh. Someplace where we can 


return things without all this.. 


.someplace where they want our business. 


Like I said in the first place. 


Like you said in the first place, Sweety. 


Jatinal ppliane-hadio Denes si 


The dealers iisted here stand behind every product they sell. All are determined to 
give you full value... full service ... full consideration long after the sale is made. 


‘NO RETURN’ BASIS—That’s what hurts the consumer when he can’t return an un- 

satisfactory appliance to a discount house, 12 Evanston, Ill., retailers point out 

in this newspaper copy, one of a series of six ads to be used cooperatively by 
members of the National Appliance and Radio Dealers Association. 
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WCAU-TV Says TV 
Daytime Shows Pay 
Off for Sponsors 


PHILADELPHIA—Women do watch 
television in the daytime and the 
daytime TV shows pay off to thei: 
sponsors. 

This claim is made by WCAU- 
TV in a 32-page sales booklet titlec 
“Daytime Television Is Here.” 

After 18 months of experiment- 
ing with local live daytime shows 
the Philadelphia Evening Bulletin’: 
station believes there is no truth 
to the theory that “women jusi 
won’t watch television in the day- 
time.” 

The booklet points to a number 
of success stories by sponsors of 
daytime shows and says that its top 
five daytime shows have ratings 
on a par with the top five local 
nighttime shows on all three loca! 
stations. 

Housewives, the booklet says, 
neither work all day or sit back 
and relax all the time. “This is 
where carefully planned TV pro- 
gramming can capitalize on mad- 
ame’s household schedule. It can 
show her what she wants to see, 
when she wants to see it.” 


a Among the successes mentioned: 

A spokesman for Lit Brothers 
department store is quoted as say- 
ing the TV version of the AM 
show, “Lit’s Have Fun,” has 
boosted store traffic, sold 200 hams 
with one announcement, sold 1,800 
packages of peas in one week, etc. 

When American Stores Co. on 


$1 Billion Year 
for Paint, Varnish 
Industry Predicted 


WASHINGTON—Joseph F. Battley, 
president of the National Paint, 
Varnish ard “Lacquer Association, 
predicted last week that his in- 
dustry will have another billion- 
dollar year in 1950. 

“However,” he said, “we are 
mindful of the fact that this ex- 
pectation depends on our own sales 
aggressiveness, on our scientific 
developments and our continued 
improving service.” 

He said the favorable outlook 
for 1950 must be supplemented by 
spending on the part of business 
and further sales expansion of the 
potential American markets. 

“We cannot assume we have sold 
all the possible goods to all of our 
people,” he declared. “Stronger 
merchandising and advertising, 
better dealer relationships, together 
with increased productivity and 
new and better products, will pro- 
vide the impetus for increased 
sales and personal income.” 


Two Join United Artists TV 


United Artists has appointed 
Herb Harris, formerly with Na- 
tional Broadcasting Co. production 
department, New York, to its 
southern and southwestern tele- 
vision sales staff, with headquart- 
ers in Dallas. Mark Scott has 
joined the UA midwestern TV 
sales office in Chicago. The com- 
pany will distribute a 15-minute, 
once-a-week newsreel with Ade- 
laide Hawley and an “unusual” 
children’s program some time after 
the first of the year. 


Maine Broadcasters Elect 


Frank Hoy, .eneral manager of 
Station WLAM, Lewiston, Me., has 
been elected president of the Maine 
Broadcasters’ Association. Other 
officers are: Harold Glidden, 
WAGM, Presque Isle, Me., vice- 
president, and Gordon Lewis, 
WIDE, Biddeford, Me., secretary 
and treasurer. 


‘Malone Drops Toy Account 


Norman Malone & Associates, 
Akron, has resigned the account of 
Milton Bradley Co., Springfield, 
Mass., manufacturer of toys and 
games, effective Dec. 31. 


Rosecrance Elected 
by Can Institute 


New YorK—Ralph C. Rose- 
crance, vice-president of the J. 
L. Clark Mfg. Co., Rockford, II1., 
has been elected president of the 
Can Manufacturers Institute to 
succeed Dan M, Heekin. Mr. Rose- 
crance has been with the Clark 
company for 30 years. 

H. Ferris White, executive vice- 
president, and Clifford E. Sifton, 
seccetary-treasurer of the institute, 
were both reelected for the com- 
ing year. Harold H. Jaeger con- 
tinues as director of the institute’s 
marketing bureau. 

Newly elected members of the 
board include F. J. Costello, Fed- 
eral Tin Co.; George M. Doliner, 
Eastern Can Co., and W. C. Stolk, 
American Can Co. 


Compensation Report Issued 


J. J. Berliner & Staff, New York, 
has issued a report based on a 
study of the sales compensation 
plans employed by 40 magazines. 
Salary, commission, and bonus 
plans, and the various combina- 
tions of them are covered. Price 
of the report is $7.50. Berliner & 
Staff is located at 840 Broadway, 
New York 3. 


Editors Meet in January 

The National Conference of Bus- 
iness Paper Editors will hold its 
first Washington meeting of 1950 
Jan. 11-12 at the Statler Hotel. 


ABC Adds ‘El Mundo’ 

The Audit Bureau of Circula- 
tions has added El Mundo, San 
Juan, Puerto Rico, to its mem- 
bership. 


its Tuesday afternoon show offered 
a free pear slicer to the first 500 
respondents, 2,196 requests were 
made direct to American Stores 
the first day. 

Sears, Roebuck & Co., in a spec- 
ial campaign, used the news strip 
on the WCAU-TV test pattern, re- 
ceiving 1,371 inquiries at a cost 
of 22¢ each. 


MM&M Introduces New Tape 
Recording Duplicator 


Minnesota Mining & Mfg. Co., 
St. Paul, has introduced a new 
“contact printing” method for 
copying tape recordings on a mass 
production basis. 

The copying unit, consisting of 
two units weighing about 25 lbs. 
each, will copy an hour-long tape 
in about six minutes. By increas- 
ing the operating rate and the 
number of simultaneous record- 
ings, a contact printer could cut 
the time required to less than a 
minute. 


Inland Promotes Ryerson 


Anthony M. Ryerson has been 
named assistant general manager 
of sales of Inland Steel Co., Chi- 
cago, succeeding Neele E. Stearns, 
who has been appointed executive 
vice-president of Inland Steel 
Products Co., Milwaukee, an In- 
land Steel subsidiary. Mr. Ryer- 
son was formerly assistant to the 
manager of the sheet and strp 
division. Since April he has been 
a member of the board of direc- 
tors. 


Two Name Rosenberg Agency 


Pandora Frocks Inc. and To: 
Lee Ltd. have appointed Arthvr 
Rosenberg Advertising Agenc:, 
New York, to handle their adver- 
tising. 


- MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS ‘ 
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3 Agencies, 7 Magazines Will Occupy 
Much of New Uris Building in N. Y. 


New YorK—Advertising agen- 
cies, publishers and radio repre- 
sentatives will take over the bulk 
of the new 23-story Uris Bros. 
Bldg. at 488 Madison Ave. Slated 
for completion in about a month, 
the buildinz will house three 
agencies and seven magazines 
among other tenants. 

Cowles Magazines Inc. will take 
over the 11th, 12th and 14th floors 
some time in February. This will 
contain the editorial and advertis- 
ing headquarters of Look, Flair 
and Quick. 

Esquire Inc. soon moves into the 
3rd and 4th floors, with nearly 
double the space it now has on nine 
floors at 366 Madison Ave. This 
space will take care of the edi- 
torial, sales and promotion staffs 
of Coronet, Esquire and Apparel 
Arts. 


gw Triangle Publications Inc., pub- 
lisher of Seventeen, will have the 
10th floor for the editorial, ad- 
vertising and circulation depart- 
ments of its magazine division. 
This space reportedly will repre- 
sent a 25% expansion over its 
present New York quarters. 

So far three agencies are listed 
as occupants of the new building. 


William H. Weintraub Co. has the 
17th floor; Anderson, Davis & 
Platte is on the 19th, and Schwab 
& Beatty is on part of the 6th. 

The Katz Agency Inc., news- 
paper, radio and television repre- 
sentative, has leased the 20th floor 
as the agency’s headquarters of- 
fice. Edward Petry & Co., radio 
representative, will be located on 
the top floor. 


ws Other tenants will include 
Pocket Books Inc., a Marshall 
Field enterprise, which will have 
its executive offices on the 6th 
floor. 

Music Publishers Holding Corp., 
wholly owned subsidiary of War- 
ner Brothers, has announced that 
its operating subsidiaries—Harms 
Inc., M. Widmark & Sons, Remick 
Music Corp., New World Music 
Corp. and Advanced Music Corp. 
—will move into the 5th floor 
about Feb. 1, together with the 
headquarters of the parent cor- 
poration. 

Finally, Raymond Loewy As- 
sociates, industrial designer, is ex- 
pected to move into the building 
some time next spring. 

These tenants will occupy about 
two-thirds of the new structure. 


Media Research 
Directors Organize 
Association in N. Y. 


New YorK—A local group of 
media research directors of news- 
papers, consumer publications and 
broadcasting companies has organ- 
ized the Media Research Directors 
Association, elected an executive 
committee and scheduled its first 
meeting for Jan. 11 at the Hotel 
Shelton. 

Membership in the new associa- 
tion will be held to about 35 or 40 
members. The purpose of the or- 
ganization will be to hold monthly 
meetings to discuss policies, func- 
tions, responsibilities, aims and 
methods of media research direc- 
tors, according to John E. Shep- 
herd of Esquire, who is secretary- 
treasurer of the new association. 
The new group plans to work 
closely with similar groups in the 
Association of National Advertis- 
ers and American Association of 
Advertising Agencies to consider 
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methods of improving media re- 
search and research techniques. 

Harry Rosten of the New York 
Times is chairman of the group’s 
executive committee, which also 
includes Mr. Shepherd, Donald E. 
West of McCall Corp., and Ray 
Robinson of Crowell-Collier. 

Richard Hess of Columbia Broad- 
casting System is chairman of the 
membership committee, and John 
F. Maloney of Reader’s Digest is 
chairman of the program com- 
mittee. Florence Van Cleve of 
Vogue is assistant secretary. 


Car Baby Drive Scheduled 


Car Baby, convertible auto bed 
and seat, developed by Bunny Bear 
Inc., Everett, Mass., has been re- 
styled. The new model will be 
promoted in American Baby, Baby 
Post, Baby Talk, Baby Time, Col- 
lier’s, Good Housekeeping, Hygeia, 
Ladies’ Home Journal, Life, Mod- 
ern Baby, My Baby, Parents’ Mag- 
azine, Pediatrics, Today’s Baby 
and Today’s Woman. Trade adver- 
tising, supported by merchandis- 
ing, display and point of sale ad- 
vertising, also will be used. 


Publishers Change Name 

The Texas Newspaper Publish- 
ers Association has changed its 
name to the Texas Daily Newspa- 
per Association. Officers and mem- 
bership is unchanged. The or- 
ganization will continue its work- 
ing arrangement with the Dallas 
office of Southern Newspaper 
Publishers Association. 


Woodruff Names Shenton 

K. C. Shenton Advertising Serv- 
ice, Hartford, Conn., has been re- 
tained to handle the advertising in 
consumer publications for S. D. 
Woodruff & Sons, seedsman, Or- 
ange, Conn. 
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TRICKY—The inset of this new display fixture for the Arvin automatic toaster is a 

shadow box which, when the unit is in operation, flashes a selling message. When 

the light is turned off, the shopper sees a mirror reflecting the toasters placed in 

front of it. The display is available without charge to distributors with quantity 

purchases, and at a moderate charge with smaller orders. Roche, Williams & Cleary, 
Chicago, is the Noblitt-Sparks Industries agency. 


Mutual Net Adds 
$3,000,000 Billings 


New YorK—Mutual Broadcast- 
ing System ended the year with 
a flurry of new business totaling 
$3,000,000 weekly in gross bill- 
ings. 

Miles Laboratories, which al- 
ready sponsors half of “Queen for 
a Day,” signed to air 15 minutes 
of a daily audience participation 
show, “Ladies Fair,” currently a 
sustainer. Time for Miles was 
bought through Wade Advertising 
Agency. A network of 410 stations 
will be used, starting Feb. 6. 

Anahist Co. will make its de- 
but as a network radio sponsor 
with two shows starting early in 
January. “Adventures of the Fal- 
con” will be broadcast Sunday at 
7 p.m., EST; the other vehicle, an 
audience participation show, to be 
aired Saturday at 5 p.m., EST, is 
yet to be selected. Foote, Cone & 
Belding is the agency. 

“Rebuttal,” a 15-minute program 
spotlighting people in the news, 
who will be given a chance to 
talk back, will be carried by Muntz 
TV starting Jan. 15 at 9:15 p.m., 
EST. Michael Shore Agency han- 
dles this program. 

Radie Harris will be starred in 
a 15-minute Hollywood news pro- 
gram under the auspices of Bow- 
ey’s, with Dari-Rich as the ad- 
vertised product. Sorensen & Co. 
cleared the time—Saturdays at 
5:30 p.m., EST. The show will 
start Jan. 7. 


Lever Subsidiary Appoints 
David Jones as Ad Manager 


Harriet Hubbard Ayer, Chicago, 
subsidiary of Le- 
ver Bros., has ap- 
pointed David N. 
Jones as adver- 
tising manager of 
the Ayer line. 

Mr. Jones was 
formerly with 
Grant Advertis- 
ing in New York 
as a_vice-presi- 
dent, and before 
that was adver- 
tising manager of 
the Coca-Cola Export Corp. 


McGraw-Hill Boosts Award 
The annual McGraw-Hill Award, 


David Jones 


presented to a local chapter of Na-| 


tional Industrial Advertisers As- 
sociation for outstanding achieve- 
ment, has been increased from $1,- 
000 to $1,500 for 1950, with a first 
award of $1,000 and a second award 
of $500 to be made. Robert A. 
Joyce, advertising director, Auto- 
matic Sprinkler Corp. of America, 
heads the awards committee. 


Perfection Stove Ups Barber 


Walter M. Barber, manager of 
the Cleveland district sales office, 
has been named to the newly 
created position of sales promotion 
and advertising manager of Per- 
fection Stove Co., Cleveland, ef- 
fective Jan. 3. He joined the com- 
pany in 1915. 


Briggs & Varley Ups Boland 


Joseph L. Boland ‘Jr., account 
execi'tive, has been elected a di- 
rector, vice-president and gen- 
eral manager of Briggs & Varley, 
New York agency. 
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Iodent Toothpaste 
With ‘Plus A’ Is 
Tested in Canada 


Toronto—“Plus A,” a chemical 
which fights tooth decay, is added 
to Iodent 1 and Iodent 2 toothpaste 
in a test campaign being con- 
ducted in Ontario markets by 
Langley, Harris & Co. Ltd. 

The company is using newspa- 
pers in London and St. Catherines 
to promote the new toothpaste. 
Copy tells consumers that the im- 
proved product not only combats 
tooth decay but kills mouth germs 
and removes smoke smudge. 

The test drive is being conducted 
by Grant Advertising of Canada 
Ltd., Toronto. Crant’s Detroit of- 
fice handles ad 2rtising of Iodent 
Chemical Co. products in the 
United States. 


Columbia Records Names 2 


Jeff Wilson has been named 
general sales manager of Colum- 
bia Records Inc., Bridgeport, Conn. 
Ken McAllister, formerly in the 
advertising and publicity depart- 
ment of General Electric Co., has 
been appointed director of adver- 
tising and promotion. 


To Hiddleston, Evans 


Hiddleston, Evans & Merrill, 
Seattle, has been appointed to di- 
rect the advertising of Associated 
Grocers, wholesale grocery buy- 
ing organization, and Golden Grain 
Macaroni Co., northwestern divi- 
sion. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 
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IT TAKES WBNS TO RING CASH 
REGISTERS IN CENTRAL OHIO — 


In and around Columbus in Central Ohio are 163,550 families 
who loyally keep their radios tuned to WBNS day and night. 
They have learned by a quarter of a century of listening that 
they can believe what they hear on WBNS. This market is not 
only thoroughly covered by WBNS but there is the extra bonus 
of program duplication on the affiliated FM station WELD. 
That's why advertisers who wish to do a complete and profitable 
selling job in Central Ohio naturally select WBNS as their prin- 
cipal radio medium. WBNS has a long list of both local and 
national advertisers who consistently broadcast their sales mes- 
sages over this station for year after year to the tune of sweet 


ASK THE LOCAL ADVERTISERS 
ABOUT WBNS . . THEY KNOW — 


The local merchants know from experience what radio station pulls 
returns and which one does not. They get together 
. » « So ask Roger Jewelers, Carlile Furniture, 
Hanna Paint, Capital City Products Company, Reubens and 
dozens of others here in Columbus. Many of them will tell you 
that they have been using WBNS for twenty-five years and each 
one will testify that this station always brings in the customers 
and does the job at low cost too. 


YES, AND ALSO ASK THE NATIONAL 
ADVERTISER ABOUT WBNS — 


National advertisers do not spend their money wildly. They test 
".0n a campaign . 
Central Ohio the field tests supported by Hooperatings prove 
that WBNS has the audience which does the buying. That's why 
more national advertisers use WBNS than any other Columbus 


IN COLUMBUS, OHIO IT’S 


POWER 5000 D-1000°N CBS 


...« They 


. . And here in 


ASK JOHN BLAIR 


. a6, bat ‘ < an oe" e, peer =a cor bn. eo atisie RR. ve 5 "ll f es gee ee: ri . Ze Pee ie ee < es x - Oe eS by = sana . 
eaiaty 5, SN Sa i ae eT ae See Ss en teeing gh e) Pa gi i ac aaltge ae es SORES rs be tac _ Og ag “cette ll ae 
ag =e 2 5 tan ice Be * fs ‘ a Be s aes ae 55 Ce ae ; + ee S ya ie er Lf Perea io : ie a i pe 4 . 
cee eee i ee ee ee Ae em witeng ise. secrete’ Ce ae oe ee Me ee Oe ee ee ge eee Fe a te ge ee ee ee ha gts ae guna 
ps ii ae “se ee Sees af ee ie rd Fe ei ae ee es cs - alae - Sane Saas a a3 “i hee Ss i tee ek é ele spe S a aac = Re ane Sos, aan een Bn toa eee ae ae e . bn a aan 
eee Hit ‘ pee ate ae ee ee a ae oe ee eantine ‘all oe eee ches eS eee Soe: es ee . had 7 " ‘ Rhos f c; ? = et ee 
ae 1) iaale aiald ee, ' iy Re sift . : ‘ : » y 4 " 6. wit ; _ a ae: oe Bete 
5 ; - 2) 
Advertising Age, December 26, 1949 | ot eae 
er eae 
: ae fe 
ime = | ; 
; _ 
f A IR V N Oe 
' + ' ia _ 
ae 
é So: 
° ; a * , a Sus : 4 ee. 
| ‘ ie ihmaliad ‘ i) . 
3 eH a AS . ue oe 
; M4 7 ee ae toes 
l | 7 ae : . carer a 
- or — 
| : | se 
| a | Gl San Oe ~ ; 
21) ea ae gee 
% al ei Seed : i 
ml ' aes oe 
Iv ot . | 7 ; 
pPady 3 SS | = 
: hh pear ans 
| (oa a a 
= . Rae is a ies 
ee _nenallianl es Bion ee 
n 
., i 
| ee 
s ee 
- = 
it ; 
" 
? | el : 
0 | 
3 | ——-—--- “s 
(ce NN ne rt Anca en 
n ; 
d 
, | ee ‘ 
e - 
Ss i id 
P en ae 
st 
: sh eile oe. er - 
es yal ea pee ‘a 
| ey. Meat ee a a 
+. FF 
hey ; o . mae bo oa a ee a F 
W “ f 
\ ¢ i. 
3S | 
of , ad 
e x i 7 % 
= 
1e P 
i- See 
t ay het 
it *« a ie 
a Sa 
; aa 
Se 
4 ois - ‘ied? name fee ee 
Pr A ‘ i g pe i . 
i- .. UES LAY FLAT ee sal 
S, —- with @& ee Re 
ye a és ‘ ee | = et Hi RE 
, > ie ae skeet 
_- , * ai fs ii (ae aire 
de ~ ; Cn ee 
Pe 
we sa y oy ie 
ni ; ei ae 
° eee 
of PU. ___ ea. 
. | Ya 
i “3 eae 
3 7 oa 
; , Ser Sagan 
e : ay a ie 
| ie 
| ee | 
| = +e 
i " 
Brien: 
COVERS re) a ace, oh 
| Bd RAL OH} 2a 
| cent - ee ae 
es i ae 
1 ees Sa z ices cS a - 
| i ee on ee 9 ¢ aos. Ee a 
2 Fs ili a 
ee | | LS : 3 
BS Ra ea 
a es ? , ‘ ig. 
ee Z er ae ie 
a . Sa ae ae 
| | tee oa 
44 SS Si 9 Sy A at So Se : Pee: 
| | ii 
x ae aise es 
yoo renee ee nye 
° : : 3 ‘ a an oy eee 
eae Arie ites , Roeroe. Me us ie ea = Rete ee re ee ihe eee arg Y eg Were ee ee Real a Pir. Ot RN Sees ek 3 Ss 2 bat i sy - Re Weare yt oes are at te Sih ae t Bits Se Te AE ee 
ee oe 


FC4&B International to 
Handle ‘Anohist' Drive 


Foote, Cone & Belding Interna- 
tional Corp., Montreal, has been 
appointed by Scott & Bowne (Can- 
ada) Ltd. to handle Canadian ad- 
vertising of its new anti-histamine 
cold preventive, Anohist. FC&B, 
New York, handles advertising of 
a similar product, Anahist, in the 
U. S. 

Canadian advertising will start 
with newspapers and trade pub- 
lications in Ontario and Quebec. 
National magazines and newspa- 
pers across the country will be 
used early in 1950, as well as se- 
lective radio. 


DeLay Made Ad, Sales Chief 

Robert F. DeLay, formerly ad- 
vertising manager of Victor Ani- 
matograph Corp., Davenport, la., 
has been named manager of adver- 
tising and sales promotion for the 
Herman Nelson Corp., Moline, IIL, 
manufacturer of heating and vent- 
ilating equipment. 
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‘Honest’ Styling 
of Chrysler Line 
Featured in Ads 


(Continued from Page 1) 
us that people like what we are 
doing. 

“It seems clear that they want 
cars built to serve them conven- 
iently and comfortably, and at low 
cost to maintain; that they want 
cars that are easy to get into and 
out of; that they want cars you can 
sit in naturally, that you can han- 
dle and maneuver easily—with 
that minimum of effort which in 
itself is such an important ele- 
ment in safe driving.” 


e Chrysler had those fundamen- 
tals in mind when it refused to 
join the “non-functional” styling 
parade last year, and more than a 
million buyers chose its cars, he 
said. 

“Our previous models were en- 
gineered better than any others 
in our history. They incorporated 
mechanical advances which led the 
rest of the industry. Our new ones 
have all these, plus some more,” 
he said. 

Chrysler’s greatest change in 
styling this year is to give each of 
the four lines of passenger cars 
individual characteristics, making 
it easy to distinguish one from 
the other. In all models, Chrysler 
engineers have provided greater 
window space and, while retain- 
ing the basic design, have given 
new treatment to both the front and 
rear ends. The changes, Mr. Kel- 
ler said, have made the cars dif- 
ferent, “both coming and going.” 


a The ’50 model changes were ef- 
fected at a cost of $23,000,000 for 
jigs and dies, Mr. Keller declared. 

Chrysler engineers defend the 
separate fender treatment of their 
autos by explaining that it cuts 
repair costs and gives mechanics 
a maximum of accessibility in 
working on the vehicles. 

“We don’t know who'll win out 
in this battle of design,’ one en- 
gineer said, “but we at Chrysler 
think the public will soon tire of 
the extreme styling.” 

The all-type newspaper ad 
doesn’t picture the forthcoming 
cars, nor does it mention Chrysler’s 
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SIGNATURE SCENE—You can’t count ‘em all here, but names of more than 2,100 
Philadelphia Bulletin workers were written on this 54 x 66” Christmas card, part of 
the annual holiday display in the newspaper's lobby. 


record sales year. Only reference 
to price is Mr. Keller’s word that 
“these new cars are the greatest 
values we have ever offered.” 


a A day before the Chrysler pre- 
view of its 50 models, the Olds- 
mobile division of General Motors 
Corp. took the wraps off its new 
line at Lansing, announcing both a 
price reduction and a new policy 
on accessories. 

Sherwood E. Skinner, GM vice- 
president and general manager of 
Oldsmobile, said prices on the 
Olds Series 88 had been trimmed 
$55 to $65. On all other lines, the 
division said savings up to $355 
were possible through deletion of 
equipment formerly regarded as 
“standard.” 

Only the Series 98 of the Olds 
line was changed in design. This 
line also adopted the new Fisher 
Body “B,” recently reintroduced 
into the General Motors family 
by Buick’s Special 40 Series. 


a A new assembly plant is ex- 
pected to step up Olds’ produc- 
tion to an annual rate of 350,000 
cars, and Mr. Skinner predicted 
the goal will be reached. Output 
for ’49 is 280,000 units. 

Oldsmobile is mapping a power- 
ful ad drive to support the new 
line, and the campaign probably 
will take a record $8,000,000, with 
greater use of newspapers, tele- 
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Field & Stream 


Figures for the year 1949 show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


FIELD & STREAM 
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* Advertising linage of the three leading sportsman’s magazines for the 
year 1949, as compiled by Printers’ Ink. 


AMERICA'S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Point-of-sale for more than 700,000 top-flight sportsmen! 


vision and outdoor posters. Olds 
is particularly pleased with its 
Douglas Edwards news program 
on TV. 

When Buick trotted out its 1950 
line of Supers and Roadmasters 
earlier this month, Ivan L. Wiles, 
Buick’s general manager, said that 
prices “wouldn’t be raised.” Spec- 
ulation that Buick might even trim 
the price listings was given added 
weight later when Olds effected a 
price cut. 


w The subsequent boost in the 
price of steel of $4 a ton, however, 
created a new set of doubts in the 
industry. Chrysler’s president com- 
mented that his company may 
have to reexamine the cost situa- 
tion and that “if we can’t make a 
profit at present prices, we’ll have 
to raise them.” 

With 6,000,000 units already pro- 
duced this year, the industry is 
looking forward to equally strong 
sales for the first six months of 
1950. But even the industry’s top 
officials won’t hazard a prediction 
beyond mid-year. 


ws A large segment of the indus- 
try made no effort to conceal its 
pessimism over conditions last 
spring and some predicted that 
“the bottom would fall out by 
July 4th.” But the cold facts are 
that 1949 was the greatest year in 
the history of the industry. 
General Motors reported a net 
of $502,414,029 for the first nine 
months of the year, against $327,- 
155,220 for the corresponding per- 
iod of °48. Chrysler, smallest of 
the “Big Three,” had a net of $97,- 
651,453, compared with $59,887,- 
601. Ford Motor Co. makes no an- 
nual statement of net earnings, 
but speculation is that its profits 
are comparable to GM and Chrys- 
ler. And Studebaker boosted its 
net from $13,392,724 to $17,242,245. 


CLIFFORD PANGBURN 


St. AUGUSTINE, FLA.—Clifford H. 
Pangburn, 61, former New York 
advertising executive, died here 
unexpectedly Dec. 17. He had been 
associated with J. Walter Thomp- 
son Co. and the former H. K. Mc- 
Cann Co. in New York, and with 
the one-time Lord & Thomas 
agency in Chicago. 


Advertising Age, December 26, 1949 


G. L. Hemminger, 
Topics Director, 
Dies Suddenly 


New YorK—Graham Lee Hem- 
minger, 53, promotion director of 
Topics Publishing Co. and a mem- 
ber of its board of directors, diec 
unexpectedly Dec. 19 at his home 
in Great Neck, L. I. 

A native Pennsylvanian, he wa: 
graduated from Pennsylvania State 
College in 1916. While a junior ir 
college, he wrote a classic bit oi 
doggerel which has been widely 
quoted and has been included in 
several anthologies. It reads as fol- 
lows: 

Tobacco is a filthy weed. I like it. 

It satisfies no normal need. I like it. 
It makes you thin, it makes you lean, 
It takes the hair right off your bean; 


It’s the worst darn stuff I’ve ever seen: 
I like it. 


On the strength of this and other 
verse, he joined the Richard A. Fo- 
ley Advertising Agency in Phila- 
delphia, which specialized in to- 
bacco advertising. 


w Following a hitch in the Navy 
during World War I, he became 
copy chief of the George Pierre 
agency in Wilmington, Del., which 
then handled all DuPont advertis- 
ing. 

From 1£21 to 1924 he was copy 
and plan director for the Massen- 
gale Advertising Agency in Atlan- 
ta. In 1924 he became a partner in 
the Freitag Advertising Agency 
there. 

In 1928, he was appointed pro- 
motion director of Topics Publish- 
ing Co., publisher of Drug Topics, 
Food Topics, Drug Trade News and 
Food Field Reporter. 


DAVID T. BOFINGER 


New YorK—David T. Bofinger, 
63, president of the Great Atlantic 
& Pacific Tea Co., died Dec. 19 at 
a luncheon honoring another exec- 
utive of the company, L. Z. Whit- 
beck, general traffic manager, who 
is retiring. 

Mr. Bofinger, who would have 
been 64 on Dec. 21, was elected 
president of A&P last February 
This year marked the completion 
of his 50th year with the company. 
Starting as an office boy in 1899, 
he was promoted to stock clerk 
and buyer, and in 1922 was named 
vice-president in charge of buy- 
ing. He had been executive vice- 
president until he succeeded John 
A. Hartford as president when the 
latter became chairman of the 
board. 


ARNOLD OPLER 


Cuicaco—Arnold Opler, 50, pres- 
ident of Arnold Opler & Associates 
Inc., sales and business manage- 
ment consultant, died here Dec. 20 


WALTER J. EGGERS 

St. Louis—Walter J. Eggers, 44 
partner in the Eggers-Rankin Ad- 
vertising Service here, died Dec 
18 of a throat infection. 


JOHN CROWLEY 

LITTLE FALLs, N. Y.—John Crow- 
ley, former publisher and edito1 
of the Little Falls Times, died Dec. 
15. Mr. Crowley, who was 80, had 
served as publisher of the evening 
daily for about 50 years before his 
retirement in 1940. 
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Open Anti-Trust 


Investigation of 
TV Tie-in Sales 


(Continued from Page 1) 
office ‘here. Tie-ins at retail will 
also be studied. 

His office will subpoena records 
which will be returnable by Feb. 
14, when the March federal grand 
jury is scheduled to convene. 

The only subpoena issued so far 
has been to Radio Corp. of Amer- 
ica, but Mr. Maher said others to 
be served will probably include 
Philco Corp. and Admiral Corp. 


e The investigation will cover tie- 
ins with records, record players, 
slow-moving TV sets and appli- 
ances. If any corporations are in- 
dicted—under Section 3 of the 
Clayton Act or Section 1 of the 
Sherman Act—they will be subject 
to fines up to $5,000 per violation. 

Mr. Maher said his office will 
ask for records at first and will 
bring in “the necessary people” af- 
terward. He said the investigation 
may run for months. 

Raymond B. George, sales pro- 
motion manager for Philco, told 
AA, “It [tie-in sales] is a deplor- 
able practice and one in which 
Philco does never indulge.” 

A spokesman for RCA said, “We 
have been asked to furnish certain 
information in Philadelphia. We 
know of no tie-in sales. The fast- 
est-selling records in America are 
RCA Victor’s 45’s. The fact that 
the 45’s are selling well in those 
large areas which have no televi- 
sion service at all is the answer 
to any claim of tie-in sales. We 
are confident that when study of 
the case is completed it will be 
found that RCA sales practices 
fully comply with the law.” 


‘Outdoors’ Merged 
with ‘Outdoorsman’ 


Cuicaco—L. F. McClure, pub- 
lisher of Outdoorsman, on Thurs- 
day announced the merger of Out- 
doors, published by Open Road 
Publishing Co., Boston, with his 
publication. 

The combined ~ublication will 
continue as Outdoorsman, with 
Bob Becker and Jim Mitchell as 
editor and managing editor. Other 
editorial personnel will come from 
both publications. The merger will 
take effect with February issues, 
at which time Outdoorsman will 
guarantee 600,000 paid circulation. 

Rate for the new publication will 
be $1,750 per b&w page, compared 
with the previous rate of $1,260 
for Outdoors and $930 for Out- 
doorsman. The new rate, accord- 
ng to Mr. McClure, is $2.92 per 
page per thousand. 

Outdoorsman, which is nearly 50 
years old, will be enlarged in folio, 
will change its cover design and 
revamp editorial presentation, par- 
ticularly moving toward picture 
story treatment. 

Outdoors had an ABC average 
circulation of 421,391 for the six 
months ended June 30, and Out- 
doorsman’s was 233,083. 


3BDO Will Handle Fifth 
‘ed Feather Campaign 


For the fifth consecutive year, 
complete newspaper advertising 
ampaign will be created in 1950 
x” the Community Chests of 
‘merica by Batten, Barton, Dur- 
‘Ine & Osborn. 

Henry Ford II is serving his 
second year as chairman of the 
ed Feather campaign committee. 


KYA Appoints Paltridge 
1. G. Paltridge has been named 
al manager of KYA, San Fran- 
¢ sco. Last September Mr. Palt- 
"! ge sold his interest in KGIL, 
Fernando, which he founded. 


Here is one whisky so smooth 


YOU DONT NEED WATER! 


Early Times is 
so mellow... . so fine 
you'll enjoy it 
Straight! 
DON'T WASTE WATER! 
Ley Oona 0 Mant Way 


EARLY TIMES 


Oe Re ee 


NO H2O—When Ruthrauff & Ryan was 
seized with the idea that it could use 
New York’s water shortage in behalf of 
Brown-Forman’s Early Times, the agency 
worked furiously, turned out the accom- 
panying ad in three and one-half hours, 
and made early editions of next day’s 
Herald Tribune and Journal-American. 


Harold Ross Hits 
Terminal’s Music 
in Grand Central 


New YorK—Arguments for and 
against the broadcasting of music 
and commercials in Grand Central 
Station ended Friday after a two- 
and-a-half-day hearing before 
Commissioner George Arkwright 
of the Public Service Commission. 

After the filing of briefs, by Jan. 
10, Commissioner Arkwright will 
report on the hearing to the com- 
mission, which decided to investi- 
gate the three-month-old adver- 
tising medium as a possible ab- 
ridgement of the safety or con- 
venience of the public, after 46 let- 
ters of complaint were received. 
Action by the commission in this 
matter is subject to court review. 

Terminal Broadcasting, which 
leases the public address system 
and sells time to 11 advertisers, 
reported that 9 out of 11 of the 
current sponsors have accepted its 
offer of four weeks of free ser- 
vice starting Jan. 1. All contracts 
are up for renewal as of that date. 
Terminal decided to continue the 
service without charge for a few 
weeks until the situation is clari- 
fied by a commission decision. 


s More than 30 people testified— 
mostly against the music and ad- 
vertising in the terminal—in the 
opening day of the hearing, but 
show stealer of that session was 
Harold Ross, editor of The New 
Yorker. 

Kenneth F. Stone, assistant gen- 
eral counsel of the New York Cen- 
tral Railroad, said the $93,600 an- 
nual revenue from the sale of an- 
nouncements was needed to apply 
toward the terminal’s $11,000,000 
yearly operating expenses. 

He added: “Of the 500,000 peo- 
ple who daily make use of Grand 
Central Terminal as passengers or 
as passers-through, only approxi- 
mately 200 have stepped forward 
with letters of complaint. We are 
sincerely sorry that anyone ob- 
jects. Although many of the com- 
plaints are attributable to the 
campaign of an adult comic book 
edited by a person who com- 
mutes to and from the terminal, 
thus lending a note of opera bouffe 
to the objurations, we likewise 
are sure that most of the makers 
of the complaints are sincere in 
their feelings.” 


@ Denouncing the broadcasts as a 
semi-swindle, Mr. Ross told the 
commissioner that the speaker sys- 
tem was loud enough to interfere 
with reading and thinking, but 
not loud enough to be clearly 
heard. He suggested a secret poll 
of the terminal employes, who 
“must be going nuts” having to 
listen to it all the time. 

His answer to a fact finders’ 
pcell, which showed 83% in favor 


\ 
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Last Minute News Flashes 
Clothing Workers Label Drive Starts Jan. 21 


NEw YorK—Amalgamated Clothing Workers of America will break 
its $500,000 union label campaign Jan. 21 with a full-page ad in Col- 
lier’s. Concurrently, a regular schedule will start in newspapers in 40 
major cities, with TV spots in seven cities to begin two weeks later. 
Funds, earmarked for other magazines, were switched to newspapers 
when it was found that the magazines were printed in non-union shops. 
Ben Sackheim Ince. is the agency. 


Jameson Comes Out of Retirement; Joins T-L 


Cuicaco—John H. Jameson, who retired two years ago as vice-presi- 
dent in charge of copy and chairman of the plans committee of Mc- 
Cann-Erickson’s Chicago office, after long service with the agency, has 
gone back into harness as copy chief of Tatham-Laird Inc. 


Ponds to Have Own Selling Force; Other Late News 


Purchase of control of Lamont, Corliss & Co., New York, maker of 
Nestle’s chocolate products and distributor of Pond’s creams and toile- 
tries, by the Swiss Nestle group through its western hemisphere com- 
pany, Unilac Inc., has been virtually completed. No changes in man- 
agement are contemplated. As soon as Pond’s Extract Co. can set up 
its own selling organization, Lamont, Corliss will end the selling ar- 
rangement it has had with Pond’s for more than 40 years. e New sales 
records in electronics and a 7% to 10% production increase in electric 
appliances in 1950 were predicted last week by executives of the Gen- 
eral Electric Co. 

Helen Klintrup, formerly copywriter at Newell-Emmett Co., New 
York, has joined the copy staff of Benton & Bowles. e Bristol-Myers 
Co. Ltd., Montreal, has named Kenyon & Eckhardt, Toronto, to handle 
advertising tor Resistab, the company’s cold preventive entry in the 
antihistamine field. e Robert W. Disque, formerly with Farm & Ranch 
and Southern Agriculturist, has joined Modern Hospital Publishing Co. 
as eastern ad representative. e Kenneth E. Patmore will switch from 
Ladies’ Home Journal to Country Gentleman Jan. 1, but will remain 
in the Curtis Cleveland office. 

Collier’s has announced the publication of Collier’s Encyclopedia, the 
first entirely new encyclopedia since World War II, with a full-color ad 
on the inside cover of the Dec. 31 issue. e Pan-American Coffee Bu- 
reau will sponsor a public service ad in 30 metropolitan papers cover- 
ing 26 cities. Slated to run Dec. 29 and 30, the ad warns, “On New 
Year’s Eve, when it’s ‘one for the road,’ be sure it’s coffee.’”’ Federal Ad- 
vertising is the agency. e Samuel Benedict has been elected secretary 
of Procter & Gamble Co. to succeed H. Truxtun Emerson, who is 
retiring Jan. 1. Mr. Benedict has been associated with the company for 
25 years. Paul Huth, associated with Procter & Gamble advertising de- 
partment for a number of years, will succeed William M. Ittman as 
director of media. The latter becomes assistant general manager of 
Sabates, S. A., P&G subsidiary in Havana. Assisting Huth, Richard F., 
Peck will have charge of P&G radio and television media activities, 
and Ralph O. Glendinning will have charge of all other media. 

Hobart Mfg. Co., Troy, O., has appointed the Buchen Co., Chicago, 
to handle advertising for its KitchenAid Division products, including 
food mixers, coffee mills and automatic home dish washers. Advertis- 
ing of the company’s commercial food and kitchen machines for food 
retailing and food service industries will continue under direction of 
Kircher, Helton & Collett, Dayton. e Patricia Burns, radio copy chief 
of Schwimmer & Scott, and Roland Blair, formerly with Morris F. 
Swaney Inc. and Rogers & Smith, will launch Burns & Blair Jan. 1 with 
offices at 185 N. Wabash Ave., Chicago. The new company offers sales 
and promotion counseling for direct mail users, as well as a person- 
alized letter service. e Albert R. Whitman, vice-president and account 
supervisor with Benton & Bowles, New York, will join Campbell- 
Mithun in Minneapolis Feb. 1 as executive vice-president. With B&B 
more than 16 years, he has headed the agency’s merchandising com- 
mittee. 

ADVERTISING AGE at press time wished a Merry Christmas and Happy 
New Year to all its readers. 


of the broadcasters, was: “I know 
an organization called ‘datum dig- 
gers’ and they could probably find 
that 86.4% were against the broad- 
cast.” 

Most of the complainants ob- 
jected primarily on the basis of be- 
ing forced to listen and warned 
that it might lead to their becom- 
ing a “captive audience” on almost 
any means of conveyance in the 
United States. 


P&G Names Ninth 
Agency—Burnett Co. 
on Special Project 


CINCINNATI—Procter & Gamble 
Co. last week named Leo Burnett 
Co., Chicago, “to work on the de- 
velopment of a special advertising 
project.” 

It was P&G’s third new agency 
appointment of 1949. The soap-de- 
tergent-shortening-dentifrice- 
shampoo-lotion manufacturer at 
the latest reckoning has nine agen- 
cies. 

Besides Burnett—which handles 
no other P&G advertising—the fol- 
lowing have been named by Proc- 
ter & Gamble this year: Russel M. 
Seeds Co., Chicago, to handle Red 
Skelton on radio and television, 
and Young & Rubicam, named re- 
cently to handle new product ad- 
vertising. 


Biow Co., which handles Lava 
soap, Teel dentifrice, Spic and 
Span detergent and Joy detergent, 
was also named last, spring to han- 
dle Lilt home S@manent, new 
product now being tested in about 
20 markets. 


eOther agencies for P&G: 

Compton Advertising, for Fluffo, 
Primex, Sweetex and Crisco short- 
enings; Olate, Ozonite, !vory bar 
and flake and Bonus soaps; Duz 
detergent; Drene shampoo, and 
P&G institutional advertising. 

Dancer-Fitzgerald-Sample, for 
Shasta shampoo, Dreft detergent 
and the new Wondra skin lotion. 

Pedlar & Ryan, for Camay soap. 

Benton & Bowles, for Prell 
shampoo, Velvet Skin lotion creme, 
and Ivory Snow. 

Although no details were given 
about the assignment to Burnett, 
it apparently is a major feather in 
the cap of this fast-growing agency. 
Burnett has added several major 
clients this year. 

Last spring it gained more than 
$2,000,000 billings when it added 
Pillsbury Mills’ flour and pancake 
mix advertising to the other Pills- 
bury business it had. Subsequently 
Burnett has acquired the Tea Bu- 
reau, Fred W. Amend Co. (Chuck- 
les candy), and Dean Milk Co. 

Burnett billings in 1948 totaled 
about $14,000,000, compared with 
$10,000,000 in 1946. 


Lever Appoints New 
Merchandise Chiefs 


New YorK—Lever Bros. Co. last 
week announced its new merchan- 
dising lineup, which includes three 
new assistant merchandising man- 
agers. 

The department will be headed 
by W. W. McKee, vice-president in 
charge of sales, with Frederic 
Schneller, general merchandising 
manager, in charge of the opera- 
tion. 

The new merchandising mana- 
gers are James C. Gammel, H. E. 
Wholley and A. C. West. 

Mr. Gammel was previously 
sales promotion manager for Os- 
born Mfg. Co., Cleveland, and was 
with Compton Advertising and 
Benton & Bowles. He will be in 
charge of Surf, Lifebuoy, Swan and 
hotel sales. 

Mr. Wholley spent nine years 
with Swift & Co. before joining 
Lever, and previously was with 
Standard Brands in Albany, He 
will be in charge of Lux toilet soap, 
Lux flakes, Silver Dust and glycer- 
ine. 

Mr. West was previously assist- 
ant product manager with Stand- 
ard Brands. He will be in charge 
of Rinso, Spry, Breeze and “bulk 
edibles.” 


es The department also has a 
new post—-assistant merchandising 
manager for copy and art—filled 
by Julian Bers, formerly with Fed- 
eral Advertising Agency, and earl- 
ier with Hicks & Greist and Batten, 
Barton, Durstine & Osborn. 

William B. Bisker, for the past 
eight years assistant to the sales 
promotion and advertising mana- 
ger of the plastics division of E. I. 
DuPont de Nemours & Co., will be 
merchandising office manager, also 
a new post. The merchandising 
managers, and Mr. Schneller, will 
be headquartered at 80 Varick St., 
New York, pending the completion 
of Lever’s permanent headquar- 
ters on Park Ave. 


STETSON TO N. Y. 

Cuicaco—F, W. Stetson Jr., who 
has been Foote, Cone & Belding’s 
account executive on the Pepso- 
dent Division account, will go to 
New York as account executive 
for this Lever division. It will be 
FC&B’s only shift of personnel on 
the account (AA, Dec. 19). 


McGraw Electrical 
Papers Shift Execs 


New YorK—O. Fred Rost, pub- 
lisher and editor of Electrical 
Wholesaling, a McGraw-Hill pub- 
lication, has asked to be relieved 
of his publishing activities as of 
Jan. 1 but will continue as editor. 
He will be succeeded as publisher 
by Ralph Flynn, who is also pub- 
lisher of Electrical World and Elec- 
trical Construction & Maintenance. 

W. W. Garey, sales manager of 
Electrical Construction & Mainte- 
nance, Electrical Wholesaling and 
Electrical World, will relinquish 
that position on the latter paper 
and become general manager of the 
other two and, under Mr. Flynn, 
will direct all aspects of their op- 
eration. No successor to Mr. Garey 
as sales manager of Electrical 
World has been named. 


‘Boxoffice,’ ‘Modern Theatre’ . 
Shifts Scholbe; Moves Office 


Ralph Scholbe, who has rep- 
resented Boxoffice and the Modern 
Theatre in the central area out of 
Chicago as district sales manager, 
has been transferred to the New 
York office of Boxoffice, where he 
will continue as advertising sales 
representative, effective Jan. 1. 

The Chicago sales office has 
been expanded and moved to the 
Pure Oil Bldg. Ewing Hutchison 
will cover the northern portion of 
the central territory and E. E. 
Yeck will cover the southern sec- 
tion. 
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Set New Wage-Hour 
Exemption Rules for 
Salesmen, Executives 


WaASHINGTON—New _ regulations 
limiting the kinds of “white col- 
lar” workers exempt from the 
Wage and Hour Act were issued 
by the Labor Department last 
week. The regulations are effec- 
tive Jan. 25, simultaneous with 
the new 75¢ minimum wage. 

To qualify for exemption as an 
“outside salesman,” the employe 
must be regularly employed to 
make sales or obtain orders for 
contracts and services away from 
the employer’s place of business. 

For exemption as an “executive,” 
the employe must earn at least 
$55 a week. “Professional” and 
“administrative” workers must 
meet a $75 salary test, under the 
new rules. In addition, “profession- 
al” employes are defined to cover 
only those performing work re- 
quiring advanced knowledge in the 
field of science or learning, or 
creative work in an artistic field. 

The “local retailing’ exemption 
applies to employes “who cus- 
tomarily and regularly are en- 
gaged in making retail sales of 
goods and services of which more 
than 50% of the sales volume are 
made within the state where the 
place of employment is located.” 


Etta Wanger Appointed 
Vice-President of Spadea 


Spadea Inc., New York, has ap- 
pointed Etta Wanger, with the 
agency since No- 
vember, 1948, as 
vice-president. 
Mrs. Wanger was 
formerly with 
Abbott Kimball 
Co. and Peter 
McDonnell Inc. 

Mrs. Wanger 
will be assistant 
to the agency’s 
president, in ad- 
dition to acting 
as an account 
executive and copywriter. 


Etta Wanger 


Assignments covered from coast to coast. Photos with 
stories, facts and figures for advertisers and editors. 


Sic Write for weirned nck 
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AANR LINEUP—Officers of the American Association of News- 
paper Representatives pose. at their Detroit meeting (AA, Dec. 
12). Seated (left to right) are E. M. Rocher, St. Louis Post-Dis- 
patch, director; Thomas W. Walker, Sawyer-Ferguson-Walker 
Co., director; Paul Elsberry, Scheerer & Co., treasurer; D. J. 
Worthington, Cresmer & Woodward, president; Douglas Taylor, 
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J. P. McKinney & Son, secretary; and S. P. Mahoney, Burke, 
Kuipers & Mahoney, director. Standing: James B. Jones, Scripps- 
Howard Newspapers, director; Vincent Kelley, Jann & Kelley, 
director; W. A. Daniels, Scripps-Howard, director; Henry Slamin, 
George A. McDevitt Co., director; Charles Buddle, J. P. McKinney 
& Son, director; Preston Roberts, O'Mara & Ormsbee, director. 


‘Yes-No’ Answers Inadequate in Poll 
on Issues, Arthur Kornhauser Says 


Cuicaco—Students of public 
opinion now recognize that sim- 
ple “yes-no” responses to ques- 
tions on an issue represent the 
“merest fragment” of what is 
needed for true portrayal of the 
views being studied, Arthur Korn- 
hauser, Wayne University, points 
out in the special January issue 
of The American Journal of So- 
ciology. 

Comprehensive understanding of 
opinions, he says, “requires de- 
tailed inquiry into the group mem- 
bership of those who hold the 
views, and intensive exploration 
into the qualitative content of the 
views held, not merely their gen- 
eral positive or negative direc- 
tion.” 

Kornhauser’s views on _ public 
opinion and social classes, as well 


|as other data on research in “Pub- 
| lic Opinion and Communicatio: ” 
|are presented in the special Jour- 
| nal issue. 


| How intensely, he asks, are the 


812 W. VAN BUREN STREET 
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attitudes held and how urgently 
do they impel the individual to 
action? “How are the attitudes 
related to one another? How fixed 
are the opinions and how easily 
may they change under the impact 
of new conditions and new infor- 
mation or propaganda? How re- 
alistic and well informed are the 
views? How fully are they in- 
tegrated into an organized struc- 
ture of thought and emotion?” 

In research on determinants of 
public opinion, Mr. Kornhauser 
maintains, two definite improve- 
ments should be made in regard to 
opinion observations. 


w “In the first place, questioning 
should cover a much more varied 
range of content,” he declares. ‘““We 
need to learn what types of issues 
show class differences and what 
types do not. In the second place, 


the questioning should secure more |* 


detailed qualitative descriptions of 
opinions in all their dimensions, 
instead of remaining content with 
bare check-list responses that show 
only the direction of attitude.” 

Examples of occupational and 
income class differences on single 
opinion questions are scattered 
through the reports of polls by 
Gallup, Roper and other agencies, 
he points out, and even greater 
differences are shown in special 
class relationship studies. 

Additional articles in the spe- 
cial issue discuss the problems 
confronted in collecting opinion 
research data, study design in so- 
cial research, the development of 
public opinion over the years, etc. 
Contributors include associates of 
the National Opinion Research 
Center and university and gov- 
ernment specialists. 


To Study Exhibit Problems 


A joint committee of the As- 
sociation of National Advertisers, 
Exhibitors Advisory Council and 
National Industrial Advertisers As- 
sociation has formed a project to| 
make trade shows and exhibits) 
more efficient and profitable. 


Joyce Names Talbott 

Stanley H. Talbott, formerly with 
N. W. Ayer & Son, Philadelphia, | 
has been named vice-president in 
charge of advertising and promo- 


tion of Joyce Inc., Pasadena, Cal. 


Ironrite Ironer Changes Name | 


Ironrite Ironer Co., Mount Clem-.|, 


ens, Mich., manufacturer of Iron- 
rite ironers, has changed its name 
to Ironrite Inc. | 


Agreement Reached 
on N. Y. Printers’ 
Pension Payments 


NEw YorK—A 21l-month agree- 
ment which sets up a contribution 
by employers equal to 1%% of 
earnings of union members, to be 
paid into a pension fund, was con- 
cluded here last week by 300 New 
York commercial printing compan- 
ies and New York Typographical 
Union No. 6. About 4,500 workers 
are covered by the agreement. 

The new fund supplements the 
present retirement system of the 
union and will be administered 
jointly by the union and the Print- 
ers League section of the New 
York Employing Printers Associa- 
tion, 

Collective bargaining for the 
new contract started last May. The 
agreement will remain in force un- 
til Sept. 30, 1951. 


Ohio Canning Crop Growers 
Set Up Own Corporation 


Canning crop growers in 13 
northwestern Ohio counties have 
formed Cannery Growers Inc., un- 
der sponsorship of the Ohio Farm 
Bureau Federation, with head- 
quarters in Bowling Green. 


Alfred Matthews, East Toledo, | 


president of the new group, said 
members are dissatisfied with the 
grading now given their products 
and hope to improve marketing 
conditions by discussing their 
problems with canneries which 
buy their output. Indiana and 
Michigan crop farmers are being 
invited to join the Ohio group, 
which is similar to grower or- 
ganizations in other states. 


Promotes Robert Schott 


Robert T. Schott, western man- 
ager, has been named business 
manager of Aviation Operations, 
published by Conover-Mast Pub- 
lications, New York. He succeeds 
Joseph Mehr, who will continue 
with the company in a consulting 
capacity. 


Training Directors to Meet 


The American Society of Train- 
ing Directors will hold its sixth 
annual convention at the Palmer 
House, Chicago, March 16-18, 1950. 
The theme of the meeting will 
be “Training to Safeguard Free 
Enterprise.” 


Caldwell-Clements 
Wins Contract Suit; 
McG-H Plans Appea! 


New YorK—McGraw-Hill Pub- 
lishing Co. has decided to appea! 
the recent decision of Justice Sam- 
uel Dickstein of New York su- 
preme court, finding in favor of 
Caldwell-Clements Inc., publishe: 
of Radio & Television Retailing, ir 
a breach of contract suit. 

Caldwell-Clements brought suit 
against McGraw-Hill in ‘August 
when McGraw-Hill announced 
that Electrical Merchandisiny 
would increase iis television cov- 
erage with the October issue. Cald- 
well-Clements maintained that this 
action constituted a breach of con- 
tract; that C-C had _ purchasec 
Radio & Television Retailing fram 
McG-H in 1942 and that, when the 
final stock transfer was completed 
in 1948, McG-H had agreed not to 
publish another paper in the ra- 
dio-TV field before mid-1950; and 
that increased emphasis on TV in 
Electrical Merchandising violated 
the terms of the agreement (AA, 
Oct. 3). 


w A temporary and permanent in- 
junction were asked, and damages. 
At that time Justice Dickstein said 
he could not dispose of the case 
in time to affect the October issue, 
and refused an injunction, but 
required McGraw-Hill to file a 
bond “to protect plaintiff against 
damages which may arise because 
of such publication, should the 
court find in favor of the plain- 
—. 

In his recent decision, Justice 
Dickstein held that the October is- 
;sue of Electrical Merchandising 
did, in effect, breach the terms of 
the agreement. His decision pro- 
hibits McGraw-Hill from _ pub- 
, lishing in Electrical Merchandising 
more television text or advertis- 
ing than it averaged from Feb- 
ruary, 1945, to January, 1948, and 
further prohibits the company 
|from using the October issue of 
Electrical Merchandising, a special 
issue, for promotion purposes. 


Hill “closed the door to radio and 
television” for itself by the agree- 
ment, and that it could not reenter 
this field before the specified time 
“even for one issue.” 

No determination of actual dam- 
ages has been reached. 


IBM Promotes Helen Tatt 


Helen B. Taft, assistant to the 
general sales manager of Interna- 
tional Business Machines Corp., 
New York, has been named man- 
ager of the IBM systems service 
department. 


Schweppes Appoints Powell 


Schweppes Ltd., London, Eng- 
land, manufacturer of table waters 
including ginger beer and quinin¢ 
water, has appointed Powell & Co. 
20 Grey Nun St., Montreal, as Ca- 
nadian sales representative. 


Kendon Agency Moves Offices 


| Kendon Advertising Agency) 
| Portland, Ore., has moved from 
the Cascase Bldg. to larger quzr- 
ters in the Mead Bidg., 421 S. W 
Fifth Ave. 


UPF LIGHT 
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*Indicates new listing in this column. 


Jan. 20-21, 1950. New York State Pub- 
lishers Association, 29th annual conven- 
tion, DeWitt Clinton Hotel, Albany. 

Jan. 23-25, 1950. Newspaper Advertising 
Executives Association, annual conven- 
tion, Edgewater Beach Hotel, Chicago. 

Feb. 13-14, 1950. Inland Daily Press As- 
sociation, midwinter meeting, Congress 
Hotel, Chicago. 

*Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 22-23, 1950. Inland Daily Press As- 
sociation, spring meeting, Congress Hotel, 
Chicago. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29, 1950. National Association of 
Magazine Publishers, summer meeting, 
Westchester Country Club, Rye, N. Y. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 

Sept. 18-21, 1950. Financial Public Re- 
lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

Oct. 9-11, 1950. Central regional meet- 
ing, National Newspaper Promotion As- 
sociation, Indianapolis. 

Oct. 23-24, 1950. Inland Daily Press As- 
sociation, annual meeting, Congress Hotel, 
Chicago. 


McGraw-Hill Names 
DeGratff Assistant 
Ad Chief and V. P. 


New YorK—Ervin E. DeGraff, 
associated with the McGraw-Hill 
Publishing Co. since 1941, has 
been appointed to the newly cre- 
ated position of assistant director 
of advertising 
and assistant 
vice-president, 
effective Jan. 1. 

He joined Bus- 
iness Week as a 
space salesman in 
1941. After serv- 
ing in the Navy 
from 1943 to 1946, 
he was assigned 
to the Philadel- 
phia office of the 
magazine. In 1948 
he was transferred to the New 
York office as associate manager 
of the Atlantic district sales staff. 

Albert W. Brownell II, who 
joined McGraw-Hill in 1947 as 
sales representative of Electrical 
Merchandising, will succeed Mr. 
DeGraff as associate manager of 
the Atlantic district sales staff. 


Ervin DeGraff 


Tradeways Names Hinchman 

Tradeways Inc., New York, has 
appointed Robert Hinchman Jr., 
formerly advertising and _ sales 
promotion manager of the H-H 
Distributing Co., as account exec- 
utive. 


To Associated Advertising 

Associated Advertising Agency, 
Cincinnati, has been named to 
handle the advertising of Diamond 
Motto Co., Lexington, Ky. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
Co.,Inc. ~ 


idvertising Age, December 26, 1949 


Out-of-Home Radio 
Listening High on 
Weekends: Pulse 


New YorK—If advertisers have 
wondered about using radio on 
weekends when folks are out do- 
ing the town, the second Pulse 
report on out-of-home listening 
may convince them that the aud- 
ience is there, although it has 
moved around a bit since the first 
report for August. 

Heaviest away-from-home lis- 
tening in metropolitan New York 
during the first week of November 
took place on Saturday from 8 to 
9 p.m., according to Pulse. In 
7.3% of the homes covered, some- 
body in the family was tuned to 
a broadcast in an automobile, at 
a friend’s house or a restaurant 
at that hour. This also was the 
peak out-of-home listening hour 
in the August study. 

Next strongest hour was 9 to 
10 p. m., on Saturdays, when 5.9% 
of the families surveyed reported 
outside listening. 


ws The weekend also rated heavily 
in total listening per person per 
day outside the home. The average 
person listened 3.5 quarter-hours 
on weekdays, 4.3 quarter-hours on 
Saturday and 5.2 quarter-hours on 
Sunday. 

Of the 1,600 homes covered, 
42.6% reported non-home listen- 
ing by some member of the fam- 
ily every day. Most of the “bonus 
audience” was male—59.8%. 

Automobiles continued to be the 
most likely spot to find non-home 
listeners, with 41.2%. Others: at 
work, 25.1%; visiting, 24.1%, and 
restaurants and bars, 10.3%. 

Dr. Sydney Roslow, who will ex- 
pand his out-of-home coverage to 
Chicago in January, said the No- 
vember report has a base com- 
parable to that used in the Pulse 
at-home survey, thus making it 
possible to add the quarter-hour 
ratings in and away from home to 
provide a total listening picture. 


Hooperatings 
Week of Dec. 1-7 


For Evening Radio Programs 


Jack Benny (Lucky Strike, CBS) 
Lux Radio Theater (CBS) 
Fibber McGee & Molly (S. C. Johnson, 
NBC) 2 
Godfrey's Talent Scouts (Lipton, CBS) ....19. 


7 
My Friend, Irma (Pepsodent, CBS) ....... 19.3 
Bing Crosby (Chesterfield, CBS) .......... 19.2 
Bob Hope (Swan soap, NBC) ............ 18.7 
Mr. Chameleon (Sterling, CBS) .......... 17.4 
Amos 'n’ Andy (Lever, CBS) ............ 17.3 
Charlie McCarthy (Coca-Cola, CBS) ...... 17.3* 
i ME oid b e690 ¢06.0¢0-0'¢ 16.8 
Walter Winchell (Kaiser-Frazer, ABC) ....16.7* 
People Are Funny (Raleigh, NBC) ........ 16.1 
This Is Your FBI (Equitable Life, ABC) ..15.9 
Mr. Keen (Whitehall, CBS) .............. 15.8 


*Has second broadcast on same day in 
some cities. 


For Daytime Radio Programs 


Ma Perkins (Oxydol, CBS) ..........c0000% 
Helen Trent (Whitehall, CBS) ............ ws 
Arthur Godfrey (Toni, Wildroot, National 
Biscuit, Gold Seal, Chesterfield) .......... 
. £ - SS Pease, 
Guiding Light (P&G, CBS) 
Our Gal, Sunday (Anacin, CBS) .......... 
Portia Faces Life (General Foods, NBC) 
When A Girl Marries (General Foods, CBS) ... 
Big Sister (P&G, CBS) 
Stella Dallas (Sterling, NBC) 
Young Widder Brown (Sterling, NBC) 


AMNUARRAHH Asi 


John McCormack Resigns 

John J. McCormack, formerly 
with Pace-Wiles Inc., Huntington, 
W. Va., agency, has resigned to 
establish his own free-lance lay- 
out and copy service. 


Swink Names Plank V. P. 

John Plank, account executive, 
has been named vice-president of 
Howard Swink Advertising Agen- 
cy, Marion, O. 
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BARBERSHOP QUARTET—On New York’s waterless Friday, Schick gave free electric 


shaves at its agency, BBDO, to visitors and personnel. 


left to right are Bob Mc- 


Namara, Free & Peters; Bill Shrewsbury, Headley-Reed; Arthur Layton, Philadelphia 
Bulletin; and David Stein, account executive of WNEW. 


Nation's 1949 Output Outstripped 
1948 in ‘Dollar and Real Sense’ 


WASHINGTON—In a year-end 
summary to be released today 
(Monday), Secretary of Commerce 
Charles Sawyer will say that total 
demand for the nation’s output 
during 1949 outstripped 1948 “both 
in a dollar and a real sense.” 

Purchases of more automobiles, 
personal services, houses, and gov- 
ernment goods and services more 
than offset reduced demand for 
clothing, producers’ plant and 
equipment, and privately financed 
net exports of goods and services, 
Secretary Sawyer says. 

But with business inventories 
down sharply, industrial produc- 
tion and employment fell during 
the year, and “gross national pro- 
duct’”—the total market value of 
goods and services—was held to 
$259 billion, a level about 2% be- 
low the all-time high established 
in 1948. 

Mr. Sawyer says the shift away 


from inventory accumulation was 
the outstanding economic develop- 
ment of the year. During the first 
half of the year, this adjustment 
resulted in a downward trend of 
business, he points out, “but sub- 
sequently there was a_ general 
firming in activity with industrial 
production and construction re- 
covering.” 


s Business demands for plant and 
equipment and foreign demand for 
our goods were still declining as 
1949 ended, the Secretary says. 
However, he finds the outlook for 
consumer goods favorable, par- 
ticularly in terms of the G.I. in- 
surance dividend. He also reports 
residential construction at a peak. 

“Thus the new year will start 
with a volume of business not ma- 
terially different from the high 
rate which prevailed in the second 
half of 1949,” he says. 


1,500,000 Mothers 
to Get Gifts of 
Fletcher Powder 


New YorK—Sunday magazine 
supplements and magazine ads, 
and a sample giveaway campaign, 
are planned for the 1950 advertis- 
ing of Fletcher Z.B.T. baby pow- 
der, a product of the Centaur- 
Caldwell division of Sterling Drug 
Co. 

Mothers of babies born in 1950 
will receive combination gift pack- 
ages of baby powder and Castoria. 
Names of babies will be supplied 
by hospitals, according to Joseph 
E. Wickes, divisional advertising 
manager. He estimates that 1,500,- 
000 gift packages will be distribu- 
ted. 

Newspaper promotion will in- 
clude the use of the Sunday sup- 
plements of the Chicago Tribune, 
New York Daily News and-° the 
Philadelphia Inquirer as well as 
This Week Magazine, Our Sunday 
Visitor and Parade. Magazines in- 
cluded in the schedule are Ladies’ 
Home Journal, Parents’ Magazine, 
True Story, Woman’s Home Com- 
panion and a number of baby 
books. Thompson-Koch Co. is the 
agency. 


Transitads Moves Feete 


National Transitads has reopened 
a Baltimore office at St. Paul Pl. 
and Franklin St., Baltimore 2. A. 
Vinton Feete, who managed the 
Baltimore office until it was closed 
three years ago, has been named 
general sales manager of the of- 
fice. 


‘Express,’ ‘News’ Buy KTSA 


The San Antonio Express and 
News have acquired Station KTSA, 
San Antonio. Studios and offices 
have been moved from the Gunter 
Hotel to the Express & News Bidg. 
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‘50 Outlook Bright, 
Food Brokers Told 
by Association Head 


WASHINGTON—F ood brokers were 
told last week that the outlook 
for 1950 is “bright.” 

Watson Rogers, president of Na- 
tional Food Brokers Association, 
said the picture is bright not only 
in the food industry, but in most 
other fields, “indicating a sound 
economy.” 

Mr. Rogers said 1949 has been a 
near-record year despite earlier 
pessimism. He discounted the pos- 
sibility of major fluctuations in 
food prices during 1950. 

With increased competition, a 
larger number of companies use 
brokers in order to fill frequent 
orders of comparatively small 
size, he pointed out. 


National Distillers Uses 
Three Direct Mail Drives 


National Distillers Products 
Corp., New York, is mailing about 
250,000 direct mail pieces to con- 
sumers—in states where it is le- 
gal—as part of a three-part holi- 
day direct mail campaign. 

First mailing is to members of 
the Old Grand-Dad Club, and in- 
cludes a letter and wallet card. 
Second part of the promotion is 
a letter from Monty Woolley to top 
business executives, boosting Old 
Crow as a Christmas gift. Third 
phase is a mailing to business men 
on the use of both Old Grand-Dad 
and Old Taylor as holiday gifts 
to customers and friends. 


Chinchilla Book Prepared 


National Chinchilla Breeders 
Association, through the Galen 
Broyles Advertising Agency, Den- 
ver, 
“Chinchilla,” 
for fur buyers. D. O. Collins of| 
National Fur News is the author. 


soon will publish a new book, | 
as a promotion piece | 


Dear Customer oe ad 


YOU THINK 
IT’S A KID GAME? 


There is a lot of this kind of thing 
going on in advertising managers’ 
offices all over the country. When 
you ask salesmen from a group of 
competing publications to bring 
you a few basic facts, what hap- 
pens? 

They all know what they want 
(your business) and they all run 
around blindly with a tale in hand 
trying to pin it on at the right spot. 
We’re fed up with this kind of 
space selling. We’ve spent thou- 
sands of dollars on market research 
to prove The Iron Age’s coverage 
of the metalworking market. For 
the thousands we’ve spent you 
could say we didn’t get a whole 
lot of statistics to show. Just a 
simple story for our salesmen to 
demonstrate—and prove to you. 
Without attempting to exaggerate 
our own importance, we hope that 
this may be the forerunner of a 
new kind of space selling. We hope 
that some common yardsticks are 
developed that measure the job 
which a publication is doing in its 
chosen field. We think that such 
yardsticks must come, and that 
they must be mutually acceptable 
to leading advertising agencies and 
buyers as well as responsible pub- 
lishers. 

Our salesmen will point out to you 
that The Iron Age covers plants 
representing 93 per cent of the 
buying power in the classification 
headed “Machinery (except elec- 
trical)”, which has been assigned 
the code number 35 by the U. S. 
Government. Now there can’t be 
any doubt as to what he is talking 
about. If you don’t know the exact 
definition of class 35 machinery, 
your Iron Age man can show you 
the government standard classifi- 
cation manual, where it offers a 
precise outline of what is and what 
isn’t in this pocket. If you’re in- 
terested he will show you detailed 
data on any one of over 160 sub- 
groups in our industry. This is the 
kind of definition of terms that we 
think space selling needs. 

There is a great advantage to doing 
so. When we talk about those clas- 
sifications, our customers know 
that we are indulging in no hocus- 
pocus that will favor our own sales 
arguments. And he knows that our 
figures will be comparable with 
every other study that is based on 
those government industry classi- 
fications. 

According to these figures The Iron 
Age is covering 93 per cent of the 
buyer power in the metalworking 
industry. The metalworking in- 
dustry accounts for more than a 
third of the total industrial activity 
in this country. 

This kind of market coverage 
prompted hundreds of ad man- 
agers, space buyers, sales man- 
agers, vice presidents, and presi- 
dents to buy 1268 more pages of 
advertising in The Iron Age during 
the first 11 months of 1949 than 
were bought in any other metal 
magazine. That’s the skeleton of 
our story. Our salesmen will be in 
to offer you all the proof you want. 


THE IRON AGE 
100 EAST 42nd ST. 
NEW YORK 17, N. Y. 
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Leading Grocery Medium 


The Daily News prints MORE Grocery Advertising thun any other Chicago News- 
paper ... morning ... evening or Sunday. 


GENERAL GROCERY ADVERTISING LINAGE IN CHICAGO NEWSPAPERS SINCE 1928 


PAPERS EXISTING TODAY, AND THEM DIRECT LINE PREDECESSORS 


ae: ot a * 
be Here is the record of the leadership 
ey rth awarded the Chicago Daily News 


years years 


over the past two decades by manu- 


facturers of grocery store products. 


THE SHADED PORTION OF 
GRAPH AT LEFT INTERPRETED 
WITH BAR CHARTS SHOWS 
THE COMMANDING AND CON- 
STANTLY INCREASING MAR- 
GIN OF LEADERSHIP OF THE 
CHICAGO DAILY NEWS OVER 
THE SECOND CHICAGO NEWS- 


SUN SUW TIMES 
—3¢—*f- “= 


NEW YORK 


200,867 LINES | 


x 4 > 
B 7 7 2 n M % * ad Fa 5 @ 4 


PAPER. 


SOURCE: 1928-1931, ADVERTISING RECORD CO. 
1932-1948, MEDIA RECORDS, INC. 


NOTE: The above chart shows the historical rec- 
ord of General Grocery Advertising placed in all 
Chicago papers now in existence. Linage shown 
for the Sunday Herald-American includes that of 
the Sunday Herald-Examiner for the period prior 
to the change in name. Similarly, linage shown 
jor the Daily and Sunday Sun-Times includes that 
of the Daily and Sunday Times for the period 
pri to the Times’ merger with the Chicago Sun. 


MORE THAN 2nd PAPER — 
572,231 LINES © 
MORE THAN 2nd PAPER 


490,027 LINES 


MORE THAN 2nd PAPER 


MORE THAN 2nd PAPER 


254,321 LINES | 


MORE THAN 2nd PAPER 


3 4 4 3 4 3 
PROSPERITY DEPRESSION RECOVERY PREWAR WAR POSTWAR 
YEARS YEARS YEARS YEARS YEARS YEARS 


1928-29-30 1931-32-33-34 § (935-36-37-38 1939-40-4/ (942-43-44-45 1946-47-48 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN 5S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


*®LOS ANGELES} 


m THE DAILY NEWS IS CHICAGO'S 
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